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EDITORIAL 


Cost inflation, other challenges mask 
bold actions taken by CPG executives 


been historic. Cost inflation, supply chain disruptions, a tight labor mar- 

ket and fragile consumer demand have created incessant and unprec- 
edented headaches for management teams, difficulties without a playbook to 
open for ready solutions. 

Perhaps lost amidst the mayhem has been a year full of aggressive strategic 
moves across the food sector. Major takeovers in the industry have been lack- 
ing, but food executives are not simply playing defense, seeking to ride out the 
storms buffeting the US economy. Instead, chief executive officers have taken 
an array of steps to adapt to an environment that is rapidly changing. These 
moves certainly are not without risks. 

While the actions taken over the past year vary company by company, a selec- 
tive preview of the corporate profiles in this issue reveals several themes, nearly 
all of which show the attraction of the snacking sector to food companies. 

Perhaps the most common approach to change over the past year were steps 
taken to reshape the product portfolios of the large CPG companies. While the 
mergers and acquisitions completed may not have risen to the level of a major 
CPG transaction, many sizable acquisitions and divestitures were completed. 
The largest transactions were in the snack category. Mondelez International, 
Inc. made two billion-dollar-plus acquisitions during the year — the Ricolino 
confectionery business of Grupo Bimbo SAB de CV and Clif Bar & Co. The 
Hershey Co. paid more than $1 billion for Dot's Pretzels. Kraft Heinz, Inc. made 
numerous non-snacking acquisitions during the year in emerging markets. 

Divestitures by large CPG companies were even more commonplace during 
the year than acquisitions. In addition to Bimbo shedding the Ricolino business 
to focus on baked foods and salty snacks, General Mills Inc. worked to reshape its 
portfolio by selling its Helper main meals and Suddenly Salad brands while ac- 
quiring TNT Crust. The J.M. Smucker Co. sold its R.W. Knudsen andTruRoots busi- 
nesses. TreeHouse Foods, Inc. divested a significant portion of its Meal Preparation 
unit, a business (most heavily dried pasta manufacturing) that was generating 
more than $2.7 billion annually. The rationale for the transaction was similar to 
the thinking behind many of the other transactions — to turn TreeHouse into 
a company with greater focus on 
snacking and beverages. 

Also centered around snacking 
was the largest transaction an- 
nounced during the year — the 
plans of Kellogg Co. to break up into 
three independent businesses — 
global snacking, North American ce- 
real and plant-based foods. Another 
cereal-based company, Post Hold- 
ings, Inc., spun off its 80% share 
of BellRing Brands, Inc., a bever- 
age business that owns the Premier 
Protein brand. Other companies 


Т: challenges facing consumer packaged goods companies іп 2022 have 
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sharpening their focus included Danone SA, which unveiled a four-pillar plan to 
restore the company’s competitiveness in its core categories. 

In the case of stepped-up capital investments and company moves into 
adjacent categories, snacking once again loomed large. Hostess Brands, Inc., 
which was rescued out of bankruptcy in 2013 with a series of major plant 
modernizations, in March acquired a facility in Arkadelphia, Ark., and unveiled 
plans to invest between $120 million and $140 million to create a “bakery of 
the future.” Similarly, Mars, Inc. invested $175 million in a confectionery plant 
in Topeka, Kan. Hershey made major new investments in 2022 to keep pace 
with demand in addition to commissioning new confectionery lines. 

Major capital investments certainly were not limited to the snacking catego- 
ries. Responding to strong demand for animal-based protein, Tyson Foods, Inc. 
committed to investing $1.8 billion to open 12 plants over the next two years, 
including fully-cook facilities, beef and pork plants and value-added chicken 
plants. Mars, in addition to its candy bar plant expansion, is spending a quar- 
ter billion dollars on a pet treat plant in Kansas City and a pet food plant in 
South Dakota. PepsiCo, Inc., the largest snack foods company in the world, 
highlighted investments during the year in its beverage business rather than its 
Frito-Lay North America snack business. 

Examples of moves into adjacencies include the introduction of Dave’s Killer 
Bread snack bars and protein bars by Flowers Foods, Inc., and the exploration 
byThe Coca-Cola Co. of flavored-alcohol businesses. 

Notably diminished during the year was investment in plant-based food 
products. SunOpta Inc. expanded its capabilities in plant-based beverages but 
many other companies either were dialing back their expansion plans in the 
plant-based category or even abandoning it altogether. 

The reversals suffered by plant-based products, particularly meat alterna- 
tives, highlight the risks of making major bets in a highly volatile environ- 
ment. Major questions continue to hover over tightness in the labor market, 
the prospects for foodservice and, with dark economic clouds rolling in, the 
outlook for consumer demand. It is important not to over-generalize about the 
many strategic actions taken by CPG companies over the past year. And not 
every company entering or expanding in the snack category will succeed. Still, 
it is difficult not to be impressed by the bold but calculated risks taken by the 
industry’s companies to capitalize on longer-term trends they believe likely to 
remain firmly in place for years to come. c» 
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Grain-based Foods 


Unit sales slide as higher prices dominate 


the past year with several core categories experiencing unit sales set- 
backs combined with higher dollar sales. 

In the case of bread and rolls, the decrease in unit sales was not as severe 
as in 2021 (when the category was lapping the COVID-19 shutdown surge in 
sales), and dollar sales were up more sharply than the year before because of 
steeper price hikes. Still, the back-to-back drop in unit volume sales for bread 
coincided with a decision earlier in 2022 by the baking industry to terminate a 
multi-year effort to launch a checkoff program to support the bread category. 

Aggregate bakery department sales as categorized by IRI, including bread, 
buns, rolls and related products, had sales totaling $39 billion in the year end- 
ed Sept. 4, up 10% from the previous year. Unit sales were 12 billion units, 
down 0.8%. The price per unit of $3.25 was up 11%. 

Center store bread, the largest sub-category, followed a similar pattern, with 
dollar sales of $9.5 billion, up 8%; unit sales down 2.1% and the price per 
unit up 10.6%. 

Grupo Bimbo SAB de CV, the largest baking company in the United States 
and in the world, was among the strongest performers in the bread category. 
The company’s bread sales enjoyed a 12% dollar increase and 1.4% unit 
volume increase, gaining 93 basis points of dollar share. The company achieved 
the strong results while raising prices 10.5%, a larger increase than either the 
second largest baking company or private label. 

Other bread categories to experience unit sales decreases during the 52 
weeks ended Sept. 4 were center store buns and rolls, down 4.2%; English 
muffins, down 5.3%; and wraps/flatbreads, down 7.3%. 

There were a few exceptions to the downward trend, including bakery prod- 
ucts often associated with foodservice — bagel unit volume was up 1.9%, and 
croissants were up 6.8%. The growth in the bagel category centered on two 
vendors. Campbell Soup, the fourth largest player in the category under the 
Pepperidge Farm brand, saw a 64% jump in dollar sales and a 58% increase 
in unit sales. Growing even faster was JAB Holding — the parent of brands 
that include Panera, Einstein Bros., Noah's NY Bagels and Bruegger's Bagels. 


| | igher prices have taken a toll on the grain-based foods business over 


The company’s bagel dollar sales in channels tracked by IRI were $32.3 mil- 
lion, up 1,332%, while unit sales during the year were up 1,530%. In the case 
of croissants, Starbucks brand croissants have grown to become the largest 
brand in the category, with sales of $10.8 million, up 47% over the past year, 
and unit sales up 31%. Also rapidly growing during the year was International 
Delights, based in Clifton, NJ, with dollar sales up 47% and unit sales up 34%. 

Other exceptions included specialty bread. Over the past 52 weeks, unit 
sales of crusty/meal bread were up 1.8% with specialty bread up 2.8%, pa- 
nini/ciabatta/focaccia up 22% and Hispanic bread up 12%. 

In May, an effort dating back nearly 10 years to establish a checkoff program 
for grain-based foods was halted after a petition requesting withdrawal was 
submitted to the US Department of Agriculture. 

The Grain Foods Foundation (GFF) submitted the request to the USDA under 
which the Wheat Flour Foods Promotion, Research, and Information Order was 
withdrawn from further consideration. The withdrawal canceled the publication 


LEADING FRESH CENTER STORE SANDWICH LEADING 
bread vendors % change ОГаіп-раѕеа foods Categories «ange 
from from 
Dollar sales year ago Dollar sales year ago 

1 Grupo Bimbo SAB de CV $2,716,153,662 12.1% Cookies $9,890,258,617 9.1% 

2 Flowers Foods Bakeries LLC $2,459,253,369 7.0% B 

3 Campbell Soup Co. $688,949,147 3,9% Cold cereal SEE 

4 Lewis Bakeries, Inc. $302,277,021 23.5% Fresh sandwich bread $8,810,535,133 8.7% 

5 Aunt Millie’s Bakeries, Inc. $201,114,253 8.1% Crackers $8,273,179,879 9.4% 

6 United States Bakery $189,260,458 9.0% Snack bars/granola bars/clusters $6,408,998,480 12.6% 

| шш Pastry Shoppe, Inc. тн pon Hamburger and hot dog buns $2,774,369,666 6.8% 

akery ,A84, 1% 

9 — Pan-0-Gold Baking Co. $100,495,080 14% Pasta $2,691,780,594 12.4% 
Private label $1,193,842,401 7.096 Donuts (full-size) $1,142,869,284 13.5% 
Total $8,810,535,133 8.7% Bar/finger snack cakes $820,577,387 15.2% 

Data for 52 weeks ended Sept. 4, 2022 

Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) 

Source: IRI 

10 \ November 2022 Milling & Baking News e Food Business News e Baking & Snack e Meat+Poultry e Dairy Processing Corporate Profiles 


©KAMRAN - STOCK.ADOBE.COM 


It’s ingrained 
in us 


Let’s create 
the future 
of nutrition 
together 


Ardent Mills. 


Nourishing what's next. 


INDUSTRY REVIEW: GRAIN-BASED FOODS 


of the Order in the Federal Register, which would have triggered what was 
expected to be a contentious public comment period followed by an industry 
referendum. 

The Order, which came out of an industry checkoff feasibility study initiated 
in 2016, would have established a mandatory funding mechanism for promot- 
ing the wheat-based grain foods category. 

The GFF Board of Trustees voted to withdraw the Order from USDA con- 
sideration. It was the second time an Order for a wheat-based foods checkoff 
program was pulled just before publication. 

In September 2019, an Order was pulled after the American Bakers As- 
sociation sent the GFF checkoff steering committee a letter formally requesting 
the withdrawal. The ABA letter followed the emergence of dissent from numer- 
ous foodservice bakers. 

The end of the checkoff effort left the grain-based foods industry without a 
plan to more broadly promote its products than the effort currently overseen by 
the GFF and the Wheat Foods Council. In fact, it was not clear consensus exist- 
ed over whether a robust industry-wide promotion program should be pursued. 

Amid uncertainty around the issue, leadership changes were announced at 
two key baking industry organizations during the past year. In October 2021, 
Christine Cochran, who had headed the GFF for almost a decade, said she was 
leaving to become president and chief executive officer of SNAC International. The 
change became effective in April 2022, with the retirement of SNAC’s longtime 
CEO Elizabeth Avery. Erin Ball, the longtime director of public relations and sci- 
ence at the GFF, has served as interim executive director of the GFF for the past 
year. More recently, Kelly Knowles, who left her longtime position at the ABA in 
October 2021, was named senior adviser, advocacy and industry relations at 
SNAC International in September 2022. Ms. Knowles, also continues her work 
with the GFF with responsibility for development and industry relations. 

In June 2022, it was announced Robb MacKie would step down from the 
helm of the ABA. Mr. MacKie has been president and chief executive officer of 
the ABA since 2006. About a month later, the ABA said it had engaged the 
executive search firm Heidrick & Struggles to lead the search for Mr. MacKie’s 


LEADING FRESH CENTER STORE 
hamburger/hot dog buns vendors 


a 
geim 


replacement. In October, the ABA was said to be finalizing its interviewing and 
candidate selection process. 

Among the largest baking companies, the past year has been a quiet one when 
it comes to mergers and acquisition activity. Grupo Bimbo SAB de CV sold its 
Ricolino confectionery business to Mondelez International for approximately $1.3 
billion. Headquartered in Mexico City, Ricolino’s products include candy bars, 
truffles, panned chocolates, caramel, lollipops, marshmallows, hard and chewy 
candies and nougats. Ricolino operates four manufacturing facilities and has 
nearly 6,000 employees with approximately $500 million in annual sales. The 
transaction sharpened Bimbo’s focus on the baking and salty snacks businesses. 

Bimbo was a more active buyer in 2021, acquiring several niche businesses in 
the United States and globally, including Emmy’s Organics, a producer of organic 


LEADING FRESH CENTER STORE FULL-SIZE 
donuts vendors 


% change % change 
from from 
Dollar sales year ago Dollar sales year ago 
1 Grupo Bimbo $682,083,957 15.2% 1 Grupo Bimbo $323,016,500 6.896 
2  Howers Foods Bakeries LLC $395,058,638 7.0% 2 Hostess Brands LLC $264,583,328 27.296 
3 Campbell Soup Co. $299,119,473 4.296 3 JAB Holding $183,379,696 13.2% 
4 Martin's Famous Pastry Shoppe, Inc. $97,893,655 3.5% 4 McKee Foods Corp. $142,963,522 8.0% 
5 Lewis Bakeries, Inc. $79,788,918 20.396 5 Flowers Foods Bakeries LLC $76,979,918 7.596 
6 United States Bakery $72,444,723 20.7% 6 Суйе Delicious Doughnuts $24,435,666 27.4% 
7 Aunt Millie's Bakeries, Inc. $70,399,335 7.5% 7 United States Bakery $20,015,867 3.6% 
8 Carrs Foods $63,224,611 -4.4% 8 Carolina Foods, Inc. $18,117,873 38.996 
9 King's Hawaiian Bakery West $58,792,302 18.0% 9 Sin Mok Brush Factory Ltd. $12,625,848 58.296 
Private label $745,193,671 0.796 Private label $34,159,002 16.9% 
Total $2,774,369,483 6.8% Total $1,142,869,284 13.5% 
Data for 52 weeks ended Sept. 4, 2022 
Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) 
Source: IRI 
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cookies. Also in 2021, Bimbo acquired the Brazil baking business of Aryzta. 

One of the larger transactions of the last 12 months was the acquisition 
announced in October 2021 by FGF Brands Inc. of the Weston Foods fresh and 
frozen bakery business of George Weston Ltd. for $1.2 billion. 

Weston Foods fresh and frozen bakery businesses serve retail and food- 
service customers with packaged fresh bread and rolls as well as frozen and 
artisan bread and rolls, cakes, donuts, pies and alternatives throughout Canada 
and the United States. The company produces private label products and many 
well-known brands, including Wonder, Ace Bakery, Country Harvest, D’Italiano, 
Casa Mendosa, Dave’s Killer Bread and Gadoua. 

A new player in the baking industry, FGF Brands is a Canadian, family- 
owned baking company established in 2004. It describes itself as a tech- 
nology company with advances in Al systems and supply chain solutions. 
FGF’s products include naan, flatbread, pizza crusts, muffins, sliced cakes, 
whole loaves, croissants and Danishes sold under multiple brands, includ- 
ing Stonefire Authentic Flatbreads and Simple Joys Bakery, manufactured 
in bakery locations across Canada and the United States. 

Among independent bakers, a major transaction was announced in July 
when New Water Capital Partners LP a private equity firm, said it had acquired 
Klosterman Baking Co., based in Cincinnati. Klosterman, which operates 17 
baking plants across the Midwest, had been owned and operated by the Klos- 
terman family since 1892. 

Also in July, Groupe Le Duff and its subsidiary Bridor acquired Bridgeport, 
Conn.-based Lecoq Cuisine Corp., a manufacturer of specialty Viennese and 
French-style pastries. According to Groupe Le Duff, the acquisition of Lecoq Cui- 
sine is expected to support the global growth of Bridor and strengthen its current 
production capacities in Canada and the United States. Groupe Le Duff previously 
has invested more than €200 million in North American production sites. 


CEREAL PRICES CLIMB 


Dollar sales in the ready-to-eat cereal category pushed past $9 billion in the 


52 weeks ended Sept. 4, according to IRI. Unit sales, meanwhile, fell 5.7% to 
2.38 billion units. 

The average price per unit of a box of cereal averaged $3.80 as of Sept. 4, 
according to IRI, which was up nearly 11% from the same time a year ago, 
reflecting higher ingredient, packaging and shipping costs. 

While 84% of consumers are concerned about the impact of inflation on 
their daily lives, most, but certainly not all, are willing to absorb rising prices 
when it comes to ready-to-eat cereal, according to research published in Janu- 
ary from Veylinx, a New York-based consumer insights platform. 

In “Pricing the cereal aisle: Understanding how consumers react to inflation,” 
Veylinx studied the impact of price increases on demand among 6,410 US 
consumers over the age of 18 for two of the most popular US cereal brands: 
Cheerios and Frosted Flakes. 

The study found consumers who eat cereal more than twice a week were 
more tolerant of price increases. Veylinx said demand among those consumers 


LEADING LEADING 
ready-to-eat cereal vendors ready-to-eat cereal brands 
% change % change 
from from 
Dollar sales year ago Dollar sales year ago 
1 General Mills, Inc. $3,083,798,131 9.496 1 General Mills $3,003,003,072 9.496 
2 Kellogg Co. $2,261,978,868 -5.4% 2 Kelloggs $2,261,978,597 -5.4% 
3 Post Consumer Brands LLC $1,746,518,160 6.8% 3 Post $1,200,121,268 9.5% 
4 Quaker Oats Co. $605,478,879 10.396 4 Quaker $604,107,461 10.096 
5 Kashi Co. $128,476,853 -9.2% 5 Malt-O-Meal $543 648,968 0.9% 
6 Nature's Path Foods, Inc. $121,686,001 12.9% 6 Kashi $128,476,853 -9.2% 
7 Kind LLC $100,333,289 4.8% 7 Nature's Path $121,686,001 12.996 
8 Small Planet Foods, Inc. $76,261,223 -9.6% 8 Kind $100,333,289 4.8% 
9 Bear Naked, Inc. $75,326,854 -4.9% 9 Bear Naked $75,326,854 -4.9% 
Private label $539,096,426 8.0% Private label $539,096,426 8.0% 
Total $9,017,843,772 44% Total $9,017,843,772 44% 
Data for 52 weeks ended Sept. 4, 2022 
Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) 
Source: IRI 
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fell by only 15% when the average price increased from $3.29 to $3.99 (a 
21% increase). At this price change, demand dropped by 26% for people who 
consume two or fewer bowls per week, the study found. 

TheVeylinx study found $3.99 to be “an important psychological threshold,” 
with demand falling sharply above that price point, which may be something to 
watch as the average price creeps closer to that price point. 

A growing trend in recent years has been the partnering between cereal com- 
panies and snack cake brands. Post Consumer Brands has noted success in part- 
nerships with both Hostess Brands and Mondelez International over the past few 
years. In 2022, Kellogg made collaboration a bigger part of its portfolio. 

The Battle Creek, Mich.-based company partnered with McKee Foods Corp. 
to introduce Kellogg’s Little Debbie Nutty Buddy cereal — its third collabo- 
ration with the Collegedale, Tenn.-based snacks company. The cereal features 
chocolate and lightly roasted peanut butter flavors together with cereal pieces 
coated in fudge. 

Kellogg also partnered with cable channel Nickelodeon to launch Apple Jacks 
Slime cereal in a green apple flavor. The cereal features the classic orange and 
green Apple Jacks cereal loops with the addition of green specks that tum milk a 
bright green shade, the same color as the Nickelodeon channel’s infamous slime. 


Post’s focus, meanwhile, has shifted to growth. After acquiring the RTE ce- 
real business of TreeHouse Foods, Inc. in June 2021, Post in June 2022 unveiled 
plans to invest up to $110 million to expand its cereal production capacity at 
its facility in Sparks, Nev. 

According to Post, the expansion will give the company additional production 
volume, addressing capacity constraints to better meet consumer demand, as 
well as reduce transportation costs to serve West Coast customers more efficiently. 
The expansion is expected to create approximately 30 to 40 new jobs, Post said. 


PRIVATE LABEL PUSHES COOKIE GROWTH 


Like RTE cereal, the cookie category has turned in strong dollar sales growth 
over the past year. Dollar sales in the 52 weeks ended Sept. 4 totaled $9.89 
billion, up 9% from the same period a year ago, according to IRI. Unit sales fell 
3.7% to 2.9 billion units. 

While Mondelez dominates the category with a nearly 40% dollar share, it 
was the success of several smaller players and private label that stood out over 
the past year. 

Private label cookie sales increased to $1.74 billion in the 52 weeks 


LEADING LEADING 
cookie vendors % change СООКіе brands % апае 
тот тот 
Dollar sales year ago Dollar sales year ago 
1 Mondelez International, Inc. $3,785,048,438 2.2% 1 Nabisco $3,316,536,635 2.6% 
2 McKee Foods Corp. $677,319,837 18.2% 2 Little Debbie $677,319,837 18.2% 
3 Pepperidge Farm, Inc. $512,708,394 3.496 3  Pepperidge Farm $512,708,394 3.496 
4  Keebler $383,820,995 2.7% 4 belVita $408,429,511 -5.6% 
5 General Mills, Inc. $202,688,480 33.196 5  Keebler $383,820,995 2.7% 
6 Tate’s Bake Shop, Inc. $176,467,760 32.1% 6 Voortman $174,796,602 22.8% 
7 Voortman Cookies Ltd. $174,796,602 22.8% 7 Tate’s Bake Shop $170,604,270 32.596 
8 Bimbo Bakeries USA, Inc. $118,568,461 14.996 8  Lofthouse $105,889,219 -9.6% 
9  Lofthouse Foods $106,173,802 -9.5% 9 — Stauffer’s $97,435,073 12.4% 
Private label $1,737,858,991 17.4% Private label $1,737,858,991 17.4% 
Total $9,890,258,617 9.1% Total $9,890,258,617 9.1% 
LEADING LEADING 
miscellaneous crackers vendors miscellaneous crackers brands 
% change % change 
from from 
Dollar sales year ago Dollar sales year ago 
1 Mondelez International, Inc. $1,764,248,412 6.6% 1 Nabisco $1,351,177,180 6.1% 
2 Kellogg Co. $1,702,633,734 11.696 2 Cheez-It $1,185,748,433 14.496 
3  Pepperidge Farm, Inc. $1,099,358,616 9.1% 3 Pepperidge Farm $1,099,358,616 9.1% 
4 Clearview Foods $257,040,017 5.3% 4 Nabisco Triscuit $400,074,307 9.3% 
5 Stacy’s Pita Chip Co. $230,031,819 7.096 5  Keelber $326,518,473 6.3% 
6 Blue Diamond Growers $89,509,353 2.7% 6 Snack Factory Pretzel Crisps $256,238,197 5.9% 
7 Crunchmaster andTH Foods, Inc. $71,245,262 18.9% 7  Stay's $230,031,819 7.0% 
8 Simple Mills $45,202,619 46.896 8 Kellogg’s $190,366,829 4.796 
9 Milton’s Baking Co. $42,756,619 21.9% 9 Blue Diamond $89,509,353 2.796 
Private label $310,778,822 14.6% Private label $310,778,822 14.6% 
Total $6,186,952,249 9.3% Total $6,186,952,249 9.3% 
Data for 52 weeks ended Sept. 4, 2022 
Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) 
Source: IRI 
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wheat milling that is extracted, then toasted. The result is a nutty, lightly sweet, 
shelf-stable ingredient that adds wholesome appeal. Defatted Wheat Germ 
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INDUSTRY REVIEW: GRAIN-BASED FOODS 


ended Sept. 4, an increase of more than 17% from the year-ago 52-week 
period, according to IRI. 

The cookie category saw a 60% increase in private label introductions in 
2021, following a 66% decrease in 2020, according to Catalina, a shopper 
intelligence firm. New cookie introductions from national CPG brands fell 57% 
in 2020 and 22% in 2021. 

Among the smaller players gaining traction were Voortman and Tate’s Bake 
Shop. 

Although it was acquired by Mondelez in 2018, Tate’s has continued to op- 
erate as a stand-alone business. But being able to utilize the resources of the 
category's biggest player has helped Tate's growth potential. In the 52 weeks 
ended Sept. 4,Tate’s Bake Shop sales jumped 32% to $176.5 million, accord- 
ing to IRI. In December 2021, Tate's introduced a new line of cookies that is 
certified vegan and kosher. 

"We hope that Tate’s premium vegan cookies will appeal to the many in- 
corporating plant-based foods into their choices," Lauren Sella, chief market- 
ing officer ofTate's Bake Shop, said when the products debuted late last year. 

Acquired by Lenexa, Kan.-based Hostess Brands in January 2020, the 
Voortman brand experienced a 2396 sales jump to $175 million in the 
52 weeks ended Sept. 4, IRI said. 


"Voortman growth continues to be driven by expanding distribution," 
Andrew P. Callahan, president and CEO of Hostess Brands, Inc., said in an 
Aug. 3 conference call with analysts to discuss second-quarter earnings. 

Voortman accounts for approximately 10% of the Hostess sales, he said. 

"We are, by far, the leading share within our sugar-free portfolio," Mr. Calla- 
han said."That subsegment of sugar-free is growing at — consistently growing 
at two times the rate of total sugar." 

Voortman recently debuted two fall-inspired wafers: pumpkin spice and 
S'mores. In the summer, two limited-edition créme wafer flavors were offered: 
raspberry lemonade and tropical fruit. 


CRACKERS ON FIRE 


Of all the grain-based foods categories, crackers may have had the most 
things going on in 2022. From new products to new plants to labeling changes 
and rebranding initiatives, the cracker category saw it all. 

Dollar sales in the category increased 9.406 year-over-year, totaling $8.27 
billion in the 52 weeks ended Sept. 4, according to IRI. Unit sales fell 3.5% to 
2.48 billion units. 

Campbell Soup Co., Camden, NJ, was busy with its Pepperidge Farm 
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Honey bees are responsible for 
one-third of the foods we eat. 


Almonds, apples, cinnamon, garlic, sunflowers and onions are just a handful 


of the 90+ fruits, vegetables, herbs and spices that require honey bee pollination. 
These products represent a fraction of the thousands of food and beverage products 
that would be impacted with the loss of honey bees. 


When you formulate products with honey, you're supporting beekeepers and their 
efforts to keep honey bees healthy. That’s a cause the entire food industry can get 
behind. Email keith@honey.com to learn how you can support honey bee health. 


National 
Honey 
Board® 


INDUSTRY REVIEW: GRAIN-BASED FOODS 


business this year. A partnership with McCormick & Co. on another new “Our strategy to broaden our consumer base is working, as evidenced 
Goldfish flavor (Old Bay Seasoned) came on top of the launch of Goldfish by more than half of buyers being households without children and Mega 
Family Size and Goldfish Mega Bites. Bites performing well with older consumers," Mark A. Clouse, president and 
LEADING LEADING 
% change % change 
from from 
Dollar sales year ago Dollar sales — year ago 
1 Snyder’s-Lance, Inc. $322,642,585 5.196 1 Lance $322,642,537 5.196 
2  Mondelez International, Inc. $271,767,539 11.0% 2  Nabisco $271,767,539 11.0% 
3 Ferrero USA, Inc. $130,850,977 22.396 3 Ferrero $130,850,977 22.3% 
4 Austin Food Co. $90,138,702 4.5% 4 Austin $90,138,702 4.5% 
5 Kellogg Co. $72,017,005 37.796 5  Keebler $72,017,005 37.7% 
6 Frito-Lay $41,098,511 26.3% 6 Frito-Lay $25,714,485 24.8% 
7 Mars, Inc. $10,376,425 25.4% 7 Munchies $15,383,688 28.8% 
8 Central Wrap LLC $6,593,258 23.9% 8 Combos $10,376,425 25.4% 
9 Lotus Bakeries North America $2,554,556 8.2% 9 J.R. Dippers $6,593,258 23.9% 
Private label $34,279,745 -13.2% Private label $34,279,745 -13.2% 


Data for 52 weeks ended Sept. 4, 2022 
Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) 
Source: IRI 
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INDUSTRY REVIEW: GRAIN-BASED FOODS 


CEO of Campbell Soup, said during a June earnings conference call. 

In September, Campbell Soup said it was looking to fill more than 100 open 
positions at its Willard, Conn.-based facility, the home of its Pepperidge Farm brand. 
The Willard baking plant currently employs approximately 700 people and manu- 
factures up to 50 million Goldfish crackers daily. Because of this output, Campbell 
Soup said Willard is affectionately dubbed the “Goldfish Capital of the World.” 

Expansion also was on the mind of Greece-based snack and baked foods 
company SnackCraft LLC, a subsidiary of Unismack SA. SnackCraft in Septem- 
ber said it will open its first US facility and headquarters in Kentwood, Mich. 
The Kentwood location was chosen over a competing site in Chicago and will 
be led by CEO Joseph Riley. 

Specializing in allergen-free baked snacks and extrusions, SnackCraft’s port- 
folio already may be found at major retailers across the United States. The new 
facility will specialize in co-packing and contract manufacturing baked crackers, 
tortilla chips, single and twin-screw extruded snacks, and pellet snacks such as 
vegetable chips and straws, according to the company. In addition, the facilities 
will provide research and development innovation spaces, warehousing and 
some third-party logistics to consumers. 

Labeling also was in the spotlight this year. 

Mondelez Global LLC, in collaboration with The Center for Science in the 
Public Interest (CSPI), is changing the label on its Ritz Baked with Whole Wheat 
Crackers, Ritz Baked with Whole Wheat Fresh Stack Crackers and Premium with 
Whole Grain Saltine Crackers to provide additional information quantifying the 
products’ whole grain content. 

On the front package of the labels, the products now will state the percent- 
age of their grains that are whole grains. The percentages are: Ritz Baked with 
Whole Wheat Crackers (44%), Ritz Baked with Whole Wheat Fresh Stack Crack- 
ers (44%) and Premium with Whole Grain Saltine Crackers (34%). 

In addition, the CSPI said Mondelez has agreed to make the “baked with” 
and “with” in the claims more prominent (i.e., at least 75% as large as the 
words “whole wheat” or “whole grain”). 

Labeling was at the center of a US rebrand initiative at Breton Crackers, a 


LEADING CENTER STORE 
% change 
from 
Dollar sales year ago 
1 McKee Foods Corp. $332,186,075 3.396 
2 Hostess Brands, Inc. $196,229,803 11.896 
3 Grupo Bimbo $98,087,155 9.196 
4 Flowers Foods LLC $52,698,138 10.396 
5 Starbucks Coffee Co. $44,130,006 42.2% 
6 Mondelez International, Inc. $31,204,047 NA 
7 Cookies United LLC $8,925,049 17.1% 
8 Те Hershey Co. $5,478,962 2,421.4% 
9 Glanbia PLC $4,802,304 -14.7% 
Private label $30,609,977 54.7% 


Data for 52 weeks ended Sept. 4, 2022 

Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/C- 
Stores, Military Commissaries and Select Club & Dollar Retail Chains) 

Source: IRI 
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subsidiary of Canadian company Dare Foods, Ltd. 

Breton's crackers are now Non-GMO Project verified, kosher and made us- 
ing plant-based certified ingredients. In addition to the new health daims, the 
crackers are still cholesterol free and made using wheat milled in North America. 

Upgraded packaging displays the new nutritional claims while maintaining 
the produc line's classic design. 

New products were in the mix at Kellogg, as the company took its Club 
Crisps into a new flavor category with the debut of a limited-time variety: sweet 
and salty. Club Crisps Sweet & Salty becomes the first-ever sweet and savory 
flavor within Kellogg's expansive Club crackers portfolio. The new wavy crisps 
are baked light and thin, and combine the taste of sweet, caramelized flavored 
sugar with a pop of salt that blends with a buttery base, according to Kellogg. 


In May, United Kingdom company Premier Foods introduced baked treats 
brand Mr Kipling in the United States for the first time. 

Since the late 1970s, Mr Kipling has held the title of “No. 1 cake brand” in 
the UK, according to Premier Foods. Started in 1967, Mr Kipling produces sin- 
gle-serve bakery style cakes and sweet treats for the UK market that are made 
with natural flavors and no high-fructose corn syrup, according to the company. 

Available now in the bakery section of 219Target retailers across the United 
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INDUSTRY REVIEW: GRAIN-BASED FOODS 


States, Mr Kipling cakes may be purchased in lemon, chocolate, vanilla and 
salted caramel flavors. 

Premier Foods will be going head-to-head with Flowers Foods, Hostess 
Brands and McKee Foods, all of which have had a strong presence in the US 
sweet goods market for many years. 

Morning sweets, afternoon rewards and immediate consumption present 
the biggest opportunities for sweet snacks in convenience stores, according 
to Hostess. The company’s Boost Jumbo Donettes align with the morning 
daypart. Launched earlier this year, the donuts contain between 50 to 70 
mg of caffeine and are available in chocolate mocha and caramel macchiato 
varieties. 

Hostess Bouncers, a new poppable take on the company’s baked snacks, 
also recently debuted. Available in three cream-filled versions, including 
LEADING 
breakfast/cereal/snack bars/clusters 


brands % change 
from 

Dollar sales year ago 
1 Kellogg’s $628,395,223 15.396 
2 Kind $297,143,052 24.6% 
3 Larabar $151,867,995 6.8% 
4 General Mills $125,019,010 19.696 
5  NatureValley $80,331,609 48.296 
6 Nature's Bakery $60,783,878 39.196 
7 Quest $32,924,336 60.8% 
8  Bobo's $28,496,543 40.9% 
9 SlimFast $21,386,264 -21.3% 
Private label $214,968,491 12.6% 
Total $1,889,512,401 20.3% 


Data for 52 weeks ended Sept. 4, 2022 


Twinkies, Ding Dongs and cinnamon Donettes, the bite-size confections cater 
to the afternoon reward occasion. 

"We're hitting on afternoon snacking with an on-the-go treat that is low mess 
and easy to consume with one hand,” Christopher Balach, general manager of 
Hostess, said during an early October interview at the 2022 NACS Show. 

McKee Foods gave life to its Little Debbie brand with the 2022 debuts of 
several sweet goods, including snickerdoodle créme pies, which launched at the 
end of July, and Zebra mini donuts, which hit shelves in March. 

The company also took the Little Debbie brand into the ice cream aisle with a 
partnership with ice cream maker Hudsonville Ice Cream. The companies began 
offering snack cakes-inspired ice cream in seven new flavors: Oatmeal Creme 
Pies, Cosmic Brownies, Zebra Cakes, Honey Buns, Strawberry Shortcake Rolls, 
Swiss Rolls, and Nutty Bars. ce 


LEADING 
eranola bars brands 
9/o change 
from 
Dollar sales — year ago 
1  NatureValley $592,308,996 10.496 
2 Quaker $423,553,570 16.796 
3  Sunbelt Bakery $101,426,387 7.9% 
4 Kind $94,534,226 4.9% 
5 Made Good $36,779,922 71.9% 
6 Kodiak $20,960,974 80.9% 
7 Atkin’s $14,302,617 -10.8% 
8 Cascadian Farm Organic $12,636,355 -13.4% 
9 Annie’s $12,006,922 361.196 
Private label $118,243,470 11.096 
Total $1,475,149,829 12.3% 


Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) 


Source: IRI 
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Packaged Foods 


Investments come in capacity increases, supply chain control 


olving supply chain challenges, having enough product to meet de- 
mand and achieving healthy profit margins have become more dif- 
ficult during a time of rising input costs. 

Many food and beverage companies are responding by gaining greater 
control of their supply chains and investing in new plants to increase ca- 
pacity. That certainly has been the case in packaged foods, including frozen 
foods and center-of-the-store products. 

Take the Green Giant brand as one example. B&G Foods, Parsippany, NJ, 
acquired the brand in 2015. 

“We bought this brand,” said Kenneth Charles Keller, president and chief 
executive officer of B&G Brands, on Sept. 8 of this year at the Barclays 
Consumer Staples Conference in Boston. “It is a great brand. We started to 
innovate behind it, and we actually skewed more of our business toward 
that innovation. Unfortunately, that innovation didn’t make a lot of money.” 

Bruce C. Wacha, chief financial officer, added, “So Green Giant is defi- 
nitely something where there is an innovation platform and where we’ve 
been successful at that. It also is an area within frozen where the margins 
are not as robust as some of the other areas.” 

B&G Foods took a step to improve margins in 2022 by acquiring the 
frozen vegetable manufacturing operations of Growers Express, LLC, Mon- 
terey, Calif. The acquisition includes a sublease for a portion of a manufac- 
turing plant in Yuma, Ariz., and a lease for a warehouse in San Luis, Ariz., 
as well as inventory and equipment. 

Besides fresh produce, Growers Express manufactures and markets fro- 
zen vegetable products such as Green Giant RicedVeggies and Green Giant 
Veggie Spirals. 

“By increasing the variety and volume of Green Giant frozen vegetable 
products produced at internal manufacturing facilities, we expect to reduce 
inefficiencies, reduce costs and reduce supply chain risk for certain Green 
Giant frozen products,” Mr. Keller said when the transaction was announced 
in May. “We also believe that this acquisition will enhance our innovation 


LEADING SINGLE-SERVE FROZEN 
dinner/entree vendors 


% change 
from 

Dollar sales year ago 
1 Conagra Brands, Inc. $2,021,935,030 15.7% 
2 Nestle USA, Inc. $1,637,710,126 3.1% 
3 Ату Kitchen, Inc. $382,288,305 3.6% 
4  Bellisio Foods $348,757,887 0.5% 
5 Pinnacle Foods, Inc. $253,838,705 6.8% 
6 Kraft Heinz Co. $231,474,227 -15.1% 
7 InnovAsian Cuisine Enterprises, Inc. $148,356,901 30.2% 
8 Ajinomoto Foods North America $116,825,194 19.7% 
9 Zatarain’s $66,773,251 47.5% 
Private label $110,092,905 2.2% 
Total $5,827,397,406 9.3% 


Data for 52 weeks ended Sept. 4, 2022 
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efforts for the Green Giant brand and improve our speed to market for new 
innovation.” 

An 8% price increase for Green Giant products is yielding benefits amid 
inflation, said Mr. Keller in an Aug. 4 earnings call. 

“The total cost of goods sold inflation impact in the P&L is now projected 
at $270 million to $280 million year-over-year or over a 20% increase,” 
he said of inflation. “The latest culprit is fuel and energy costs, which have 
driven up our freight transportation and utility costs rapidly.” 

The Kraft Heinz Co., Pittsburgh, sought to improve its supply chain by 
entering an agreement in February with Simplot Food Group, a division of 
the J.R. Simplot Co., Boise, Idaho. The agreement established Simplot as 
the exclusive manufacturer and supplier of the Ore-Ida brand owned by 
Kraft Heinz. 

Miguel Patricio, CEO of Kraft Heinz, addressed the agreement in a July 
27 earnings call. 

"That will unlock a lot of capacity later in the year, which will allow us to 


Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) 


Source: IRI 
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LEADING SINGLE-SERVE FROZEN 
dinner/entree brands , 
Уо change 
from 
Dollar sales year ago 
1 Stouffer's $994,975,014 6.9% 
2 Healthy Choice $767,386,971 15.696 
3 Marie Callender’s $655,420,667 15.1% 
4 Lean Cuisine $590,496,586 -1.6% 
5 Banquet $442,108,492 19.596 
6 Amys $382,288,305 3.696 
7  Hungry-Man $251,924,671 6.796 
8 Michelina’s $178,059,838 1.396 
9  InnovAsian $148,356,901 30.296 
10 Smart Ones $122,068,996 -16.6% 
Total $5,827,397,406 9.3% 
Corporate Profiles 


start to promote more of this brand, which we haven’t been able to do ina 
consistent manner for years,” he said. 

Conagra Brands, Inc., Chicago, in June opened a new 245,000-square- 
foot facility in Waseca, Minn., that will process fresh vegetables to support 
the company’s frozen meal business and Birds Eye brand. It replaces a 
92-year-old facility and provides about 20% more capacity. The facility 
annually will process and produce over 120 million Ibs of cut and cob corn, 
45 million lbs of peas and 20 million Ibs of rice. 

Frozen foods sales at Conagra Brands were up 8% in the first quarter 
ended Aug. 28 of fiscal 2023 when compared with the previous year’s first 
quarter, and they were up 27% from the first quarter of 2019, said Sean 
M. Connolly, president and CEO, in an Oct. 6 earnings call. 

“Clearly, our focus on catering to consumer preferences for conve- 
nience, quality and great taste continued to resonate,” he said. “Similar 
to prior quarters, this growth was led by key categories such as plant- 
based protein and single-serve meals, which, along with breakfast sau- 
sages, increased sales by double-digits compared to the first quarter of 


LEADING READY-TO-SERVE 
soup vendors 


1 General Mills, Inc. $824,479,359 12.1% 
2 Campbell Soup Co. $797,965,035 5.696 
3 Ату Kitchen, Inc. $103,886,785 11.5% 
4 Pacific Foods of Oregon, Inc. $57,690,658 3.0% 
5 Rao’s Specialty Foods, Inc. $32,581,049 28.6% 
6  Conagra Brands $22,893,391 -24.5% 
7 Imagine Foods, Inc. $17,505,294 10.7% 
8 Goya Foods, Inc. $8,502,463 10.6% 
9 Annie’s Homegrown, Inc. $6,799,014 8.1% 
Private label $53,930,518 5.2% 
Total $1,960,252,873 7.9% 
LEADING READY-TO-SERVE 
soup brands 
1 Progresso $824,479,359 12.1% 
2  Campbell's $797,965,035 5.696 
3 Amys $103,886,785 11.596 
4  Padfic $57,690,658 3.096 
5 Rao’s $32,581,049 28.696 
6 Imagine $17,505,294 10.7% 
7 Healthy Choice $9,347,775 -31.8% 
8 Goya $8,502,463 10.6% 
9 Gardein $7,022,993 -3.8% 
Private label $53,930,518 5.2% 
Total $1,960,252,873 7.9% 


Data for 52 weeks ended Sept. 4, 2022 


Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/C- 


Stores, Military Commissaries and Select Club & Dollar Retail Chains) 
Source: IRI 
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fiscal ‘22 while gaining market share from our competitors.” 

Conagra product introductions during the year included Marie Callen- 
der’s Duos single-serve meals that pair a combination of foods like chicken 
alfredo and chicken parmigiana, Evol single-serve frozen meals that are 
Carbonfree Certified Carbon Neutral, and Gardein plant-based chicken 
wings and plant-based breakfast patties. 

Price increases throughout the frozen food industry are leading to el- 
evated US retail sales but drops in volume sales, according to data from IRI, 
a Chicago-based market research firm. Single-serve frozen dinner/entree 
sales increased 9% for the 52 weeks ended Sept. 4 when compared with 
the previous 52-week period, but unit sales slipped 6%. In frozen handheld, 
retail sales jumped 13% while unit sales fell 4%. In multi-serve frozen 
dinners/entrees, retail sales were up 4.8% and unit sales were down 7%. 

Demand for frozen products remains elevated from 2019 demand, ac- 
cording to a report released in March 2022 from IRI. Millennials, Gen X and 
baby boomers purchase frozen foods at an equal rate, but seniors make 
fewer frozen foods purchases, according to IRI. 

Ninety-eight percent of households are purchasing frozen foods, accord- 
ing to a report from Acosta, a global sales and marketing service based 
in Jacksonville, Fla., but 93% of shoppers said they are noticing higher 
prices and 40% said they are spending more time looking for deals. Acosta 
released the data at the National Frozen & Refrigerated Foods Convention 
in October in Orlando, Fla. 

Grand View Research, Inc., San Francisco, forecast the global frozen food 
market to have a compound annual growth rate of 3.4% and reach $380.5 
billion by 2027. 


The supply chain situation at Campbell Soup Co., Camden, NJ, improved 
as the year went along, said Mark A. Clouse, president and CEO, in a Sept. 
1 earnings call to discuss results for the fiscal year ended July 31. 

“In fact, service levels in the fourth quarter improved by approximately 
15 points compared to the first half of fiscal 2022,” he said. 

Campbell Soup continued to focus on condensed soup. 

“Our condensed icons continued to perform well this (fourth) quarter, 
with share up 4.1 points and consumption up 29.6% versus the prior 
year,” Mr. Clouse said. “On a three-year basis, our condensed icons are up 
nearly 6 points in dollar share, while also growing units approximately 9%, 
reflecting our focus on ensuring we are winning on the most strategic parts 
of our condensed portfolio.” 

Campbell Soup condensed soup sales for the 52-week period ended 
Sept. 4 were $1.3 billion, up 2.3%, but unit sales were down 7%, ac- 
cording to IRI. 

Campbell Soup ready-to-serve wet soup sales were $798 million in the 
52 weeks ended Sept. 4, up nearly 6%, but unit sales dipped 3.5%. Cat- 
egory leader General Mills, Inc., Minneapolis, the owner of the Progresso 
brand, had sales of $824 million, up 12%, and a unit decline of 6%. 
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Energy drink sales surge 20%; brands pair up with alcohol 


ultinational beverage companies have shown faith in the energy and al- 

cohol categories recently through investments and product introductions. 

US retail sales of single-serve non-aseptic energy drinks rose to 

$5.61 billion in the 52-week period ended Sept. 4, up 20% from the previous 

52-week period, according to IRI, a Chicago-based market research firm. Unit 
sales jumped 15% to 1.74 billion. 

Verified Market Research, Jersey City, NJ, projects the global energy drinks 
market to have a compound annual growth rate of nearly 8% from 2021-28, 
increasing to $65.53 billion. Increasing consumption from Hispanics and mil- 
lennials in North America is contributing significantly to the global market, ac- 
cording toVerified Market Research, while demand for energy drinks with lower 
sugar content and more natural ingredients is gaining traction. 

Convenience stores, a retail channel enjoying a good year overall, may help 
propel energy drinks growth. In-store sales for all products sold at convenience 
stores increased to a record $277.9 billion in 2021, according to data from 
NACS, a global trade association for convenience and fuel retailers. 

Rodney C. Sacks, chief executive officer of Monster Beverage Corp., Corona, 
Calif., in an Aug. 4 earnings call pointed to Nielsen data showing sales in the 


LEADING GROUND 
coffee vendors 


1 The Folger Coffee Co. $1,027,870,702 5.2% 
2 Starbucks Coffee Co. $601,383,930 1.9% 
3 Kraft Heinz Co. $481,976,409 4.1% 
4  TheJ.M. Smucker Co. $384,001,714 7.8% 
5 Peet’s Coffee $206,789,012 0.6% 
6 Rowland Coffee Roasters $183,385,790 19.8% 
7 Keurig Dr Pepper $103,053,370 0.8% 
8 Community Coffee Co., Inc. $98,134,324 6.7% 
9 Massimo Zanetti Beverage USA $80,766,435 1.3% 
Private label $444,288,930 13.8% 
Total $4,251,524,590 6.0% 
LEADING GROUND 
coffee brands 
1 Folgers $1,017,409,706 5.3% 
2 Starbucks $601,383,930 1.9% 
3 ЈМ. Smucker Dunkin’ $384,001,714 7.8% 
4 Maxwell House $375,910,847 5.196 
5  Peet's Coffee $206,789,012 0.6% 
6 Cafe Bustelo $169,198,895 20.6% 
7 Keurig $103,053,370 0.8% 
8 Community $98,134,324 6.7% 
9 Gevalia $82,132,287 1.2% 
Private label $444,288,930 13.8% 
Total $4,251,524,590 6.0% 


Data for 52 weeks ended Sept. 4, 2022 


energy drink category in the convenience and gas channel for the four weeks 
ended July 23 increased 6.6% when compared to the same time of the previ- 
ous year. Sales of Reign Total Body Fuel, owned by Monster, were up 5.6%. 

Monster expected to launch the Monster Energy Zero Sugar energy drink in 
the fourth quarter, initially in the United States, Mr. Sacks said. 

Gatorade, a brand owned by PepsiCo, Inc., Purchase, NY, in September intro- 
duced Fast Twitch, a new line of energy drinks for athletes seeking energy before 
workouts. The non-carbonated, sugar-free drink contains a mix of B vitamins, elec- 
trolytes and 200 mg of caffeine. A consumer launch is planned for early in 2023. 

Also in the energy drink category, PepsiCo launched two Rockstar Recovery 
varieties (containing coconut water, collagen and vitamin C) and Mtn Dew 
Energy Code Red, which contains 180 mg of caffeine, zinc, vitamins A and C, 
antioxidants, and zero added sugar. 

In sports drinks, PepsiCo recently launched Gatorade Zero, Gatorlyte and G Fit. 

“Sports has been a priority category for us: the recovery of the Gatorade 
brand,” said Ramon L. Laguarta, CEO of PepsiCo, in an Oct. 12 earnings call. 
“We have invested a lot for the last couple of years. Our innovation is working. 
Our brand building is working. Our commercial execution is working, and we 


LEADING SINGLE-SERVE 
coffee vendors 


1 Keurig Dr Pepper $1,220,953,001 2.696 
2 Starbucks Coffee Co. $966,111,076 6.6% 
3 The J.M. Smucker Co. $513,130,289 7.5% 
4 The Folger Coffee Co. $378,549,756 11.1% 
5 Peet’s Coffee $223,631,728 13.1% 
6 Kraft Heinz Co. $222,245,924 -3.8% 
7 Community Coffee Co., Inc. $112,575,314 15.4% 
8 Eight O'Clock Coffee Co. $82,231,527 11.796 
9 Rowland Coffee Roasters $79,225,358 17.5% 
Private label $1,107,440,815 5.3% 
Total $5,220,799,896 6.3% 
LEADING SINGLE-SERVE 
coffee brands 
1 Keurig Green Mountain Coffee $1,220,953,001 2.6% 
2 Starbucks $966,111,076 6.696 
3  JM.Smucker Dunkin’ $513,130,289 7.5% 
4 Folgers $366,925,257 12.5% 
5 Peet’s Coffee $223,631,728 13.1% 
6 Maxwell House $134,982,784 -4.2% 
7 Community $112,575,314 15.4% 
8 Gevalia $85,985,560 -2.3% 
9 Eight O'Clock Coffee $82,231,527 11.796 
Private label $1,107,440,815 5.396 
Total $5,220,799,896 6.3% 


Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) 


Source: IRI 
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INDUSTRY REVIEW: BEVERAGES 


gained meaningful share in the quarter, which makes us very happy, obviously, 
given the efforts the team has put in that brand.” 


PAIRING UP WITH ALCOHOL 


Beverage companies made more inroads into alcohol in 2022. 

Monster Beverage Corp. in January agreed to acquire CANarchy Craft Brew- 
ery Collective LLC, Longmont, Colo., a craft beer and hard seltzer company, for 
$330 million. CANarchy will function independently. 

“This transaction provides us with a springboard from which to enter the al- 
coholic beverage sector,” said Hilton Schlosberg, vice chairman and co-CEO of 
Monster, at the time. “The acquisition will provide us with a fully in-place infra- 
structure, including people, distribution and licenses, along with alcoholic bev- 
erage development expertise and manufacturing capabilities in this industry.” 

Monster Beverage Corp. in the fourth quarter planned to launch Beast Un- 
leashed, a full-bodied flavored malt beverage, Mr. Sacks said. 

“Beast Unleashed will leverage Monster’s brand equity while carving out its 
own unique space in the beverage alcohol sector and will be distinguishable 
from the many hard seltzer brands that have become so ubiquitous over the 


LEADING NONFLAVORED CONVENIENCE 


bottled water vendors % change 
rom 
Dollar sales year ago 
1 BlueTriton Brands $2,741,381,307 13.196 
2  PepsiCo, Inc. $855,889,328 11.8% 
3 Coca-Cola Co. $653,192,937 2.5% 
4  Glaceau Water Co., Inc. $454,982,845 7.8% 
5 Natural Waters of Viti Ltd. $290,271,834 6.5% 
6 Essentia Water, LLC $281,023,281 26.496 
7 Core Nutrition LLC $154,987,037 30.7% 
8 Danone Waters of North America $140,451,229 3.4% 
9 СС Roxane LLC $140,307,591 19.4% 
Private label $4,179,906,671 25.9% 
Total $10,424,270,352 17.2% 
LEADING CONVENIENCE 
bottled water brands % change 
from 
Dollar sales year ago 
1 Aquafina $855,889,328 11.8% 
2 Poland Spring $663,642,063 16.396 
3  Dasani $653,188,746 2.596 
4 Nestle Pure Life $650,174,215 -2.4% 
5 Glaceau smartwater $454,982,845 7.896 
6 Deer Park $401,263,349 25.3% 
7  Ozarka $337,208,982 17.6% 
8 Ice Mountain $312,460,652 18.6% 
9 Fiji $290,271,834 6.5% 
Private label $4,179,906,671 25.9% 
Total $10,424,270,352 17.2% 


Data for 52 weeks ended Sept. 4, 2022 


last several years,” Mr. Sacks said Aug. 4. "The Beast Unleashed will have a 
6% alcohol content by volume and will come in four great tasting bold flavors 
that are based on certain of Monster’s well-known and popular flavor profiles.” 

The Coca-Cola Co., Atlanta, is testing the alcohol market as well. The com- 
pany in June announced a global relationship with Brown-Forman Corp., Lou- 
isville, Ky., to introduce the Jack & Coke cocktail as a branded, ready-to-drink, 
pre-mixed cocktail. A launch in Mexico was planned for late in the year. 

Jack & Coke joins Simply Spiked Lemonade and Fresca Mixed as alcohol 
brands associated with Coca-Cola in the United States. Internationally, Coca- 
Cola is involved in alcohol brands Lemon-Duo, Topo Chico Hard Seltzer and 
Schweppes Pre-Mixed Cocktails. 

PepsiCo extended its distribution of Hard Mtn Dew, a product of the Boston 
Beer Co., into nine states with plans to add additional states. 


DRINKING COFFEE AT HOME 


Coffee consumption remains high, especially in the home, according to data 
released in September by the National Coffee Association, New York. Sixty-six 
percent of Americans over age 18 said they had consumed coffee in the past 


LEADING SINGLE-SERVE 
energy drink vendors % change 
rom 
Dollar sales year ago 
1 Red Bull North America, Inc. $2,076,889,051 12.7% 
2 Monster Beverage Corp. $1,763,075,326 13.896 
3 Vital Pharmaceuticals, Inc. $361,365,318 -6.2% 
4 Celsius, Inc. $319,242,436 176.6% 
5 Alani Nutrition LLC $240,753,606 194.8% 
6 Rockstar, Inc. $227,249,679 4.196 
7 Reign Beverage Co. LLC $117,239,557 -11.6% 
8 High Performance Beverage $100,716,809 -3.296 
9  Nutrabolt $69,208,924 133.296 
10 PepsiCo, Inc. $58,383,851 44.7% 
Total $5,606,502,960 19.5% 
LEADING SINGLE-SERVE 
energy drink brands % change 
from 
Dollar sales year ago 
1 Red Bull $2,076,889,051 12.7% 
2 Monster Energy $1,763,075,326 13.8% 
3 VPX Bang $361,365,318 -6.2% 
4 Celsius $319,242,436 176.6% 
5 Alani Nu $240,753,606 194.8% 
6 Rockstar $227,249,679 4.1% 
7 Reign $117,239,557 -11.6% 
8 NOS $100,716,809 -3.2% 
9 Cellucor $69,208,924 133.2% 
10 Mtn Dew $58,381,151 44.7% 
Total $5,606,502,960 19.5% 


Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) 


Source: IRI 
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day, which matched a two-decade high reached in January 2022. 

Twenty-eight percent of those who drank coffee in the past day said they had 
consumed it out of the home, which was still below 36% in January 2020, or before 
COVID-19. Among those of the ages 18 to 24,51% this year said they had consumed 
coffee in the past day, which eclipsed the record of 50% set in September 2020. 

Coffee consumption at home, which surged at the beginning of the pan- 
demic, may be slowing down. US retail single-cup coffee sales rose over 6% in 
the 52-week period ended Sept. 4 due to rising prices, but volume sales slipped 
2.1%, according to IRI. 

Folgers, a brand owned by the J.M. Smucker Co., Orrville, Ohio, led brand 
sales in ground coffee at $1.02 billion, up 5%. Folgers’ unit sales fell 13% over 
the 52-week period. Folgers was quicker than its competitors to raise prices, 
which it did in the company’s fiscal first quarter ended July 31. 

"So we are seeing price gaps narrow, which means we're seeing our com- 
petitors follow, and as a leader in coffee, of course, we have the responsibility 
to lead,” said MarkT. Smucker, president and CEO for the J.M. Smucker Co., at 
the Barclays Consumer Staples Conference Sept. 6 in Boston. 

Migros, a retailer in Switzerland, is making environmental moves in coffee. The 
company in September said it plans to launch a coffee-making system designed to 


LEADING REFRIGERATED 
orange juice vendors % change 
rom 
Dollar sales year ago 
1 Tropicana Brands $840,414,997 -7.5% 
2 Simply Orange Juice Co. $821,398,584 5.4% 
3 Citrus World, Inc. $371,239,835 44% 
4 Coca-Cola Co. $128,549,190 -19.3% 
5 TWS Marketing Group, Inc. $63,372,682 34.896 
6 Orchid Island Juice Co. $30,747,750 2.196 
7 Unde Matt's Organic $20,163,069 48.2% 
8 FreshCo. Ltd. $13,029,197 24.3% 
9 Johanna Foods Inc. $12,480,939 4.1% 
Private label $684,253,153 74% 
Total $3,047,406,281 1.1% 
LEADING REFRIGERATED 
orange juice brands % change 
from 
Dollar sales year ago 
1 Tropicana $840,414,987 -7.5% 
2 Simply Orange $821,398,584 5.496 
3 Florida's Natural $343,095,760 3.896 
4 Minute Maid Premium $128,549,190 -19.3% 
5 Homemaker Premium $63,372,682 34.8% 
6 Natalie’s $30,747,750 2.1% 
7 Citrus World $24,342,405 8.5% 
8 Unde Matt’s Organic $20,163,069 48.296 
9 Indian River Select $13,029,197 24.3% 
Private label $684,253,153 74% 
Total $3,047,406,281 1.1% 


Data for 52 weeks ended Sept. 4, 2022 


replace capsules, which produce thousands of tons of waste worldwide each year, 
according to Migros. The spheric capsules, described as coffee balls, are fully com- 
postable, unlike plastic and aluminum containers. The coffee balls are encased in a 
thin, flavorless, seaweed-based cover that may be discarded after use. 


BOTTLED WATER STILL SURGING 


US retail sales of bottled water increased 14% in the 52-week period ended 
Sept. 4 while unit sales were up 2.5%, according to IRI. Aquafina, a PepsiCo 
brand, led all brands in non-flavored convenience/ bottled still water with sales 
of $856 million, up 12%. Aquafina’s unit sales increased 4.9% to 215 million. 

ResearchandMarkets.com, Dublin, Ireland, projected the global bottled mar- 
ket to have a CAGR of 5.596 from 2022 to 2031, increasing to $515.3 billion 
in 2031 from $301.7 billion in 2021. 

A new competitor entered the canned and bottled tea category. Eat the 
Change, Bethesda, Md., in 2022 launched Just IceTea, a line of ready-to-drink 
organic tea beverages. HonestTea co-founder Seth Goldman and celebrity chef 
Spike Mendelsohn founded Eat the Change as a plant-based organic snack 
maker in 2020. ce 


Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) 


Source: IRI 
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LEADING CANNED AND BOTTLED 
tea vendors % change 
from 
Dollar sales year ago 
1 Pepsi Lipton Tea Partnership North America $1,307,704,115 6.4% 
2 AriZona Beverages USA LLC $595,433,348 1.7% 
3  Keurig Dr Pepper $297,491,896 1.7% 
4 Coca-Cola Co. $294,782,466 6.4% 
5  Guayaki Sustainable Rainforest Products $70,486,986 18.4% 
6 Monster Beverage Corp. $44,023,257 9.9% 
7 HonestTea Inc. $28,833,165 9.4% 
8  PeaceTea Beverage Co. $20,401,261 -36.2% 
9 Crystal Geyser Water Co. $9,577,049 -36.9% 
Private label $23,766,565 4.8% 
Total $2,764,392,656 4.2% 
LEADING CANNED AND BOTTLED 
tea brands % change 
from 
Dollar sales year ago 
1 AriZona $595,433,348 1.7% 
2 Pure Leaf $580,808,832 3.6% 
3 Lipton $515,986,227 2.9% 
4 Snapple $297,489,652 1.8% 
5 Gold Peak $294,776,619 6.4% 
6 Brisk $210,077,517 26.8% 
7  Guayaki $70,486,986 18.4% 
8 Monster $44,023,257 9.9% 
9  HonestTea $28,833,165 9.4% 
Private label $23,766,565 4.8% 
Total $2,764,392,656 4.2% 
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Meat and Poultry 


Consumer demand remains elevated as headwinds loom 


greatly exaggerated. While the emergence of plant-based and cultivated 

meat and poultry may capture the headlines and a substantial amount 
of venture capital investment, the animal-based industry has had a strong year 
despite inflationary pressures, with many companies struggling to keep pace 
with demand. 

Demand for the three primary animal proteins in North America — beef, 
pork and chicken — was robust during the pandemic, and that level of demand 
has moderated only slightly since the worst of COVID-19 hit. As prices have 
risen throughout the year, there has been a shift in demand — away from 
beef and pork and toward chicken — but the overall health of the category 
remains positive. 

Tyson Foods, Inc., Springdale, Ark., has committed to investing $1.8 billion 
and opening 12 plants over the next two years that will increase capacity by 
approximately 1.3 billion Ibs. Seven fully-cook facilities will open overseas and 
expand capacity by 30% while two beef and pork plants are being added in 
the United States that will grow capacity by 40%. Two additional value-added 
chicken plants also will open in the United States. 

“We made our minds up that we’re going to get out front and stay ahead,” 
said Donnie D. King, president and chief executive officer, in May during a 
presentation at the BMO Capital Markets Global Farm to Market Conference. 
"| think that’s the ‘not only making it work but make it last’ kind of conversa- 
tion that is getting ahead and staying ahead. Our growth is good. We've said 
publicly, privately (to) anyone (who will) listen that we plan to grow, and we 
plan to outpace the market in growth.” 

Globally, protein availability from poultry, pork and beef is projected to 
grow 16%, 17% and 8%, respectively, by 2031, according to the Organi- 
zation for Economic Co-operation and Development-Food and Agriculture 
Organization of the United Nations’ (OECD-FAO) Agricultural Outlook Report 
2022-2031. 

Poultry is projected to constitute 47% of the protein consumed from 
meat sources, followed by pork and beef, the report said. The shift in meat 
consumption toward poultry continues to accelerate. In high-income coun- 
tries the trend is due to a rising preference for white meats that are more 


Ts demise of the North American meat and poultry industry has been 


UNITED STATES 
red meat and poultry forecasts 


PRODUCTION 


million Ibs 
2019 2020 2021 2022* 2023* 
Beef 27,155 27,174 27,948 28,006 26,335 
Pork 27,638 28,303 27,675 27,133 27,520 
Broilers 43,905 44,583 44,899 45,474 45,900 
Turkeys 5,818 5,743 5,558 5,214 5,630 
Total red meat 
and poultry 105,266 106,556 106,810 106,557 106,088 


Source: US Department of Agriculture 
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convenient to prepare and that are perceived as a better food choice. In 
low- and middle-income countries, the upward trend is additionally due to 
the lower price of poultry compared to other meats. 

Adding to the overall growth of meat consumption globally will be recovery 
in the People's Republic of China, which fell in per capita terms by over 11% in 
2020 from its historical peak in 2018 and is projected to return to its longer- 
term trend by 2023 as the impact on domestic pork prices due to African swine 
fever abates. Per capita global meat consumption, once China pork consump- 
tion recovers, is expected to stabilize around 78.5 Ibs by 2031. 

The global growth forecast for the coming decade is not from an expec- 
tation people will eat more meat, but from projections more people will be 
eating meat. The OECD-FAO report said population growth will be a driver of 


PER CAPITA DISAPPEARANCE 


retail Ibs 
2019 2020 2021 2022* 2023* 
Beef 57.8 58.1 58.9 58.6 55.8 
Pork 52.1 51.7 51.1 51.3 52.2 
Broilers 94.5 95.8 96.6 97.7 98.2 
Turkeys 15.9 15.7 15.3 14.6 15.7 
Total red meat 
and poultry 223.0 224.2 224.9 225.2 224.9 
“forecast 
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increased demand and the projected global increase in population of 11% will 
underpin an estimated growth of 15% in global meat consumption by 2031. 


SHOPPING HABITS SHIFTING 


To offset rising food costs, consumers are bargain hunting when grocery 
shopping, eating more meals at home and reducing restaurant visits, according 
to IRI, a market research firm, andThe NPD Group, both based in Chicago. The 
nearly $1.5 trillion at- and away-from-home food market is forecast to grow 
around 8% in 2022, with at-home food (8.7% sales growth versus a year ago) 
outpacing away-from-home (6% versus a year ago). The research forecasts the 
aggregate food market to grow by 3% to 5% in 2023. 

The effect of these market dynamics are consumers adjusting their meat 
purchases to ease pressures from inflation and supply chain disruptions, as 
38% of shoppers acknowledged seeing more out of stocks and 21% saying 
they see less variety, according to the 2022 Power of Meat consumer study 
produced by 210 Analytics, San Antonio. Additionally, 72% of consumers said 
they have changed retail meat purchases. 

Seventy-five percent of consumers participating in the Power of Meat study 
noted higher meat and poultry prices, and 43% said they have seen fewer 
promotions. In response, 61% said they save money by eating out or ordering 
in less and instead try to recreate restaurant experiences at home. 

Shoppers are on the lookout for meat promotions amid higher prices, al- 
though there were fewer promotions available, the Power of Meat study said. 
Still, 75% of shoppers check specials pre-trip, 80% compare prices/promo- 
tions across items in-store, and 89% look for the ideal package price. 

Convenience was key for consumers looking for time savings and interesting 
flavors. Interest was high among shoppers for more value-added, fully cooked 
items, meal kits and deli-prepared meat variety, the study said. 

While shopping for meat and poultry, consumers said their focus was on 
“better-for-me/my family” products while better-for-the-animal, planet and 
worker were top of mind to about one-third. Among the 64% considering 


better-for-me/my family, leaner cuts were the most common choice, followed 
by avoiding second helpings. 

Local, grassfed and environmentally-friendly packaging were important 
among the 32% of individuals emphasizing better-for-the-planet. 

The US population’s share of meat eaters remained strong with carnivores 
making up 74% of consumers compared with 71% in 2021, the Power of 
Meat found. Flexitarians make up 16% of consumers and vegans/vegetarians 
remain at 6%. 

Most consumers agreed meat belongs in a healthy, balanced lifestyle, but 
even so, 37% said they try to eat a little less of it. Home-prepared dinners with 
an actual portion of meat/poultry dropped back to pre-pandemic levels, at 3.9 
per week, according to the study. 


LABOR, CLIMATE AND BIRD FLU 


While the labor situation has been one of the greatest challenges facing all 


LEADING REFRIGERATED LEADING REFRIGERATED 
bacon vendors % change bacon brands % change 
from from 
Dollar sales year ago Dollar sales year ago 

1 Kraft Heinz Co. $1,059,534,228 -0.7% 1 Oscar Mayer $1,054,999,520 -0.4% 

2  Hormel Foods Corp. $801,908,713 -0.3% 2 Hormel $801,908,713 -0.3% 

3 Smithfield Foods $572,460,598 4.7% 3 Smithfield $564,827,040 4.5% 

4 Wright Brand Foods, Inc. $529,940,030 10.696 4 Wright $526,347,784 11.4% 

5 Farmland Foods, Inc. $180,220,678 -7.1% 5 Farmland $180,220,678 -7.1% 

6 Hillshire Brands Co. $170,927,383 12.3% 6 Jimmy Dean $170,927,383 12.3% 

7 Bar-S Foods Co. $107,542,553 8.3% 7 Bar-S $105,970,473 7.7% 

8  Cloughtery Packing LLC $100,259,956 12.7% 8 Farmer John $100,259,956 12.7% 

9  Sugardale Foods, Inc. $91,736,436 5.6% 9  Sugardale $91,736,436 5.6% 
Private label $1,668,495,996 11.8% Private label $1,668,495,996 11.8% 
Total $6,316,259,553 4.5% Total $6,316,259,553 4.5% 

Data for 52 weeks ended Sept. 4, 2022 

Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) 

Source: IRI 
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INDUSTRY REVIEW: MEAT AND POULTRY 


industries, in the meat and poultry industry it was overshadowed by widespread 
drought conditions. 

Speaking at the Sosland Purchasing Seminar this past June, Adam Stout, risk man- 
agement consultant with Kansas City-based StoneX Financial Inc., said the drought 
has the potential of reshaping the cattle and beef category’s long-term projections. 


LEADING REFRIGERATED BREAKFAST 


sausage/ham vendors % change 
from 

Dollar sales year ago 
1 Hillshire Brands Co. $737,370,122 3.9% 
2 Johnsonville, LLC $281,522,758 8.4% 
3 Bob Evans Farm, Inc. $221,124,053 6.896 
4  Swaggerty's Farm $143,133,512 24.396 
5  Conagra Brands, Inc. $114,647,437 10.6% 
6 Smithfield Foods $62,895,765 22.8% 
7 Butterball LLC $47,668,564 2.2% 
8 Clemens Food Group $40,261,046 13.196 
9 Armour Eckrich Meats LLC $33,700,156 2.5% 
Private label $270,345,614 9.4% 
Total $2,284,512,610 7.8% 


Data for 52 weeks ended Sept. 4, 2022 


“Basically, all areas west of the Missouri River have been significantly im- 
pacted by drought,” he said. "That's leading to a couple of things ... but largely 
just continuing our trend of contraction within the industry.” 

Non-dairy cow slaughter rates have been at the highest they’ve been since 
the last drought about a decade ago, leading to a reduction in overall herd 


LEADING REFRIGERATED BREAKFAST 


sausage/ham brands % change 
from 

Dollar sales year ago 
1 Jimmy Dean $732,707,673 3.9% 
2 Johnsonville $281,522,758 8.4% 
3 Bob Evans Farm-Fresh Goodness $179,916,860 4.6% 
4  Swaggerty's Farm $143,133,512 24.396 
5  Odom'sTennessee Pride $112,628,256 10.8% 
6 Smithfield $58,350,095 24.396 
7 Butterball All Natural $47,668,564 2.2% 
8 Owens $41,207,193 17.2% 
9 Hatfield $40,261,046 13.1% 
Private label $270,345,614 9.4% 
Total $2,284,512,610 7.8% 


Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) 


Source: IRI 
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Move, shape, mix, blend and automate— 
share your special product with the world. 


AUTOMATE 

all or part of your production processes with 
proven solutions like fenceless palletizing, 
case packing and more. 


BLEND 

with our Likwifier high-shear blenders and 
systems to produce perfect consistency for 
your icings, fillings and other products. 


MIX 
your dry ingredients to create that preferred 
recipe your customers love. 


MOVE 
your ingredients with hygienically designed 


and other engineered solutions. 


SENSIGHT 


ENGINEERING CREATIVE SOLUTIONS 


conveyors, dumpers, loaders, hopper chunkers 


am Essentia 


Protein Solutions 


Essentia Protein Solutions 


Whether you're trying to improve the yield of your meat snacks, the sliceability of your deli 
meats, the taste and mouthfeel of your soup, or cleaning up your label, let Essentia Protein 
Solutions help get you there! 


With our full product range of beef, chicken, pork and turkey, we offer these benefits: 


USDA approved Non-allergenic products 
Clean label Organic and NAE product options 


Explore 
to find out how we can help you boost flavor, increase protein, or achieve a cost savings. 


Contact us to discover what Essentia Protein Solutions has to offer your brand. 


www.essentiaproteins.com 


INDUSTRY REVIEW: MEAT AND POULTRY 


size. Heifer numbers are running at about 32%, compared with the usual 
28%. With this trend, Mr. Stout expected supply issues to surface by the 
fourth quarter of 2022. 

In poultry, highly pathogenic avian influenza has devastated nearly 250 


LEADING REFRIGERATED 


. mz 
sliced lunchmeat vendors % change Š 
from E 
Dollar sales year ago = 
1 Kraft Heinz Co. $1,915,064,323 7.9% g 
2 Hillshire Brands Co. $969,594,569 16.996 | 2 
3 Land O’Frost, Inc. $502,764,412 20.1% E 
4 Bar-S Foods Co. $188,761,903 27.2% 
5 Boar’s Head Brands $178,717,023 6.8% 
6 Carl Buddig & Co. $158,259,666 17.4% 
7 Applegate Farrms, Inc. $156,583,166 7.8% 
8 Hormel Foods $151,308,496 28.4% commercial flocks and led to the destruction of more than 47 million birds, 
9 е Е vue said the US Department of Agriculture's Animal and Plant Health Inspection 
Total $6,706,538,197 11.8% Service. Of the commercial flock total, about 70% of the cases have been tur- 
Data for 52 weeks ended Sept. 4, 2022 key flocks, leading to the culling of more than seven million. Since outbreaks of 
Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/ HPAI most often are spread by migrating wild birds, the industry’s best hope of 
C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) К К : , А В РЕ 
Source: IRI managing the virus is through biosecurity and industry coordination. cr 
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WHEN SECURITY OF SUPPLY IS ESSENTIAL, 


turn to Hawkins - your reliable & trusted source since 1958. 


Domestically Produced Liquid Ingredients 


>» Acetates >» Diacetates »- Phosphoric Acid 
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>» Calcium Chloride > Disodium Phosphate »- Potassium Hydroxide 
>» Carbonates >» Lactic Acid >» Propionates 
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And so much more! 


In the recent difficult sourcing times, we were here and delivered when 
our customers needed product. Qualify Hawkins Products Today! 


1.800.328.5460 


food.ingredients@hawkinsinc.com | www.hawkinsinc.com/groups/food-ingredients 


Cheese, butter and yogurt drive category sales growth 


espite the hype surrounding plant-based dairy alternatives in the media, 

Americans remain committed to the real deal, according to the Economic 

Research Service of the US Department of Agriculture. Data show per 
capita consumption of dairy grew 12.4 Ibs from 2020 to 2021, continuing a near 
50-year growth trend that started in 1975 when the agency began tracking annual 
consumption of milk, cheese, butter and everything else in the dairy department. 

Among the products showing strong growth are American-type cheese, up 
0.5 Ib, butter, up 0.2 Ib, and yogurt, adding 0.7 Ib. 

"The growth and evolution of US dairy is one of the greatest success stories 
in food and beverage today," said Michael Dykes, president and chief executive 
officer of the International Dairy Foods Association, Washington. "Dairy begins 
with fresh, wholesome milk, and then it becomes hundreds of delicious, nutri- 
tious products that fulfill America's food and health culture. US consumers turn 
to dairy for health and wellness, nutrition, escape, celebration and so much 
more. That love for dairy is especially important now when so many shoppers 
are careful with their spending, underscoring that dairy remains affordable and 
nourishing to consumers at all income levels. 

“All of this is a credit to America's dairy foods makers who continue to 


LEADING NATURAL 
shredded cheese vendors 


1 Lactalis Heritage Dairy $952,121,207 -1.0% 
2 Sargento Foods Inc. $400,049,901 4.7% 
3 Tillamook County Creamery $161,510,737 13.4% 
4 Crystal Farms $88,717,503 -17.4% 
5 BelGioioso Cheese $73,172,566 7.1% 
6 Dairy Farmers of America $67,877,195 -3.8% 
7 Saputo Cheese USA, Inc. $52,835,010 -0.2% 
8 V&V Supremo Foods, Inc. $41,057,732 7.6% 
9 Cabot Creamery, Inc. $35,340,842 1.796 
Private label $4,133,145,442 2.5% 
Total $6,205,740,827 2.0% 
LEADING 
ice cream vendors 
1 Dreyer’s Grand Ice Cream Co. $1,047,276,084 1.7% 
2  Ben&Jerry’s Homemade, Inc. $665,401,637 -5.6% 
3 Blue Bell Creameries $584,013,073 4.1% 
4 Good Humor/Breyers $470,331,442 -0.5% 
5 Wells Enterprises, Inc. $322,626,962 -13.9% 
6 Turkey Hill Dairy $260,215,976 -3.4% 
7 Tillamook County Creamery $250,590,463 19.6% 
8 Unilever Bestfoods North America $215,390,033 -5.1% 
9  Friendly's Ice Cream LLC $115,507,839 -12.1% 
Private label $1,238,562,684 3.6% 
Total $6,121,070,805 0.1% 


Data for 52 weeks ended Sept. 4, 2022 


innovate and evolve. Today’s dairy is different because dairy is evolving." 

That evolution is taking place in the fluid milk category, where cows’ milk 
retail sales once again have started decreasing after almost a year-long upward 
trajectory that started with pandemic lockdowns. While many fluid milk proces- 
sors are hopeful the US Food and Drug Administration soon will ban use of the 
term on plant-based beverages, as use violates the standard of identity for milk 
that specifies it to be a “lacteal secretion,” other milk processors are investing in 
efforts to make a range of sustainability claims to keep milk relevant to planet- 
conscious consumers. This includes everything from highlighting happy cows 
grazing on open pasture to carbon neutral farm-to-home refrigeration practices 
to improved recyclable packaging efforts. Flavor innovation, including limited- 
edition offerings, also is taking place in fluid milk and creamers. 

Flavor innovation is occurring throughout the dairy sector, as processors 
prioritize providing consumers elevated experiences that make daily life more 
satisfying. They are breaking away from standard-of-identity dairy products 
and experimenting with new ingredients and technologies. 

Butter is a perfect example. Prior to the pandemic, butter consumption al- 
ready had been on the rise in the United States. With fat no longer a universally 


LEADING NATURAL 
shredded cheese brands 


1 Kraft $943,263,465 -1.596 
2 Sargento $400,049,901 4.796 
3 Tillamook $161,510,737 13.496 
4 Crystal Farms $85,088,719 -17.9% 
5 BelGioioso $65,092,391 10.2% 
6 Borden $59,529,607 -1.6% 
7  AlV&V Supremo Foods, Inc. $41,057,732 7.6% 
8 Frigo $40,576,439 3.4% 
9 Cabot $35,340,542 1.7% 
Private label $4,133,145,442 2.596 
Total $6,205,740,827 2.0% 
LEADING 
ice cream brands 
1 Haagen-Dazs $683,186,160 8.9% 
2  Ben&lemy's $665,401,637 -5.6% 
3 Blue Bell $584,013,073 4.1% 
4  Breyers $470,331,369 -0.5% 
5 Dreyer’s Edy’s Grand $350,183,582 -9.9% 
6 Turkey Hill $260,215,976 -3.4% 
7 Tillamook $250,590,463 19.6% 
8 Talenti $196,812,925 2.3% 
9 Blue Bunny $148,709,308 -9.3% 
Private label $1,238,562,684 3.6% 
Total $6,121,070,805 0.1% 


Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) 


Source: IRI 
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accepted dietary enemy, and the trans-fatty acids historically found in marga- 
rine deemed unhealthy, per capita annual butter consumption jumped from 4.9 
Ibs in 2010 to 6.5 Ibs in 2021, according to the ERS. 

While pandemic-fueled, at-home baking resulted in large spikes in retail butter 
sales, away-from-home consumption was drastically reduced. Butter manufacturers 
pivoted from bulk sales for foodservice into more options for retail. This shift resulted 
in the development of new forms and flavors. Manufacturers now are churning 
combination spreads such as butter with avocado oil, along with sweet and savory 
concepts, seasonal flavors and culinary-inspired compound cooking butters. 

Imported butters are gaining traction in the United States as the concept of 
sustainability resonates with shoppers. These products are coming from countries 
such as New Zealand, which has one of the lowest on-farm carbon footprints in 
the world, and Ireland, where almost all the cows are grass-fed all year long. 

New flavors, forms and usage occasions are driving cheese’s continued growth. 
The average US consumer ate about 40.3 Ibs of cheese (natural, process and 


cottage) in 2021, according to the ERS. And, over the past decade, US per capita 
consumption of cheese increased by more than 5 lbs. Basic dairy department 
cheeses, such as American, cheddar and mozzarella, in shred, chunk and slice 
format, remain the leaders in this space, but it's the specialty and snacking items 
that keep shoppers interested. In fact, it's innovations in this space that fueled the 
popularity of the charcuterie board during the pandemic. 

Some brands, and not necessarily cheese brands, have created charcuterie-style 
snack packs that combine cheeses, meats, dried fruits, nuts and crackers. Other in- 
novators are drying and popping cheese into keto-friendly crunchy snacks. 

The uprise in snacking occasions — along with returns to the office and 
dassroom — gave yogurt a boost in 2021, with per capita consumption reach- 
ing 14.3 Ibs, up from 13.6 in 2020. Marketers are emphasizing the protein 
content of dairy yogurt, as compared to the plant-based alternatives trying to 
invade the category. No- and low-added sugars have become the norm. Many 
yogurts also include probiotics and prebiotics and speak to consumers’ growing 
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interest in immunity. Limited-batch recipes are also attractive as they create an 
urgency to purchase and try before the concept is sold out. 
Limited-batch flavors keep the ice cream freezer dynamic. US ice cream 


LEADING FROZEN 
novelties vendors 


1 Dreyer’s Grand Ice Cream Co. $1,762,435,548 13.5% 
2 Unilever $837,955,159 2.0% 
3 Wells Enterprises, Inc. $541,529,415 10.1% 
4 Mars Wrigley Confectionery US LLC $275,894,195 8.9% 
5 Yasso, Inc. $223,740,728 27.1% 
6 Blue Bell Creameries $192,907,617 12.796 
7 Good Humor/Breyers $148,710,156 -8.9% 
8 J&J Snack Foods Corp. $132,983,236 6.3% 
9 Tropicale Foods LLC $110,653,134 28.6% 

Private label $752,629 ,237 15.0% 

Total $6,058,331,350 9.7% 


Data for 52 weeks ended Sept. 4, 2022 

Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/ 
C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) 

Source: IRI 


makers churned out more than 1.3 billion gallons of ice cream in 2021 in order 
to satisfy the average American who eats about 20 Ibs of ice cream each year, 
or about 4 gallons, according to the IDFA. While chocolate, vanilla and cookies 
‘n cream have been the top-three flavors of ice cream for some time — ranking 
varies year to year — innovative formulators increasingly are taking the “any- 
thing goes” approach, with many providing shock value in their limited-edition 
offerings. This often includes pairing or twisting up two flavors into one product, 
as well as bringing an unexpected flavor profile into the ice cream base. 

Pints are where the action is, as this package size commands a premium and 
invites consumers to try something new without the commitment of a larger- 
size package. Price often does not matter when shopping the pint section of the 
freezer, which continues to grow every year. 

Novelties, on the other hand, are formulated to be single-serve items. While 
once considered a childrens’ category, novelties now are often premium prod- 
ucts for adults. They assist with portion control, so they are ideal for indulgent 
formulations where the consumer wants a treat without the temptation to grab 
another scoop. They also increasingly function as a grab-and-go snack with 
some innovators focusing on better-for-you attributes, including high protein 
and low- or no added sugars. 
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INDUSTRY REVIEW: CONFECTIONERY 


Confectionery 


Gummy textures, better-for-you chocolate trending in the candy aisle 


e confectionery industry overcame challenging comparisons to deliver 
significant growth in 2022. Dollar and unit sales increased for chocolate, 
non-chocolate and gum products in the 52 weeks ended Sept. 4, accord- 

ing to IRI, a Chicago-based market research company. 

Chocolate took home the largest share of confectionery sales in the 52 weeks 
ended Sept. 4, with dollar sales growing nearly 10% to reach $1.42 billion. Sales 
of gum grew 12% in the 52-week period to reach $1.8 billion. Non-chocolate 
led in growth, with dollar sales increasing 13% to reach $6.9 billion. 

“Non-chocolate has resumed its role as the top growth leader,” said Anne- 
Marie Roerink, president of 210 Analytics. “It is more associated with mobility 
and how much people are moving around.” 

Chewy candy fueled strength in the non-chocolate category and accounted 
for 42% of non-chocolate sales in the 52 weeks ended Sept. 4. Sales of chewy 
candy grew 10% in the period to reach $2.9 billion. 

Candy makers zeroed in on gummy innovation at the 2022 Sweets & Snacks Expo, 
held May 23-26 in Chicago. New products featured multiple flavors and textures. 

Chicago-based Ferrara Candy Co. is layering multiple flavors into a single 


gummy with SweeTarts Gummy Splitz, a soft and chewy candy that “splits” to give 
consumers a sweet side and a tangy tart side. Also on display at Sweets & Snacks 
were Trolli Sour Duo Crawlers, featuring fruit-flavored gummy worms with one soft 
side and one chewy side, and Laffy Taffy Fruit Combos, which bring flavor pairings 
like strawberry-guava and mango-pineapple to the brand’s classic mini bar format. 

“When we think about consumer trends, it’s multi-sensorial, multi-flavor, 


LEADING LEADING NON-CHOCOLATE 
chocolate candy vendors % change Chewy candy vendors * change 
BOX/BAG/BAR >3.5 07 from from 
Dollar sales year ago Dollar sales year ago 
1 The Hershey Co. $2,435,587,110 8.2% 1 Mars Wrigley Confectionery US LLC $625,102,670 8.3% 
2 Mars, Inc. $1,809,303,147 10.2% 2 Ferrara Candy Co. $388,817,843 12.4% 
3 Lindt & Sprungli AG $511,573,333 19.6% 3 Mondelez International, Inc. $334,113,857 7.1% 
4 Ghirardelli Chocolate Co. $287,103,217 13.7% 4 Наро of America, Inc. $290,481,921 4.9% 
5 Ferrero USA, Inc. $196,449,661 -5.096 5 PerfettiVan Melle $141,806,016 1.0% 
6 The Simply Good Foods Co. $75,135,927 -4.8% 6 The Hershey Co. $140,409,137 15.8% 
7 Ferrero Ardennes SA $74,391,823 67.0% 7 Just Born, Inc. $104,907,811 24.496 
8  Tootsie Roll Industries Inc. $68,703,530 10.8% 8 Albanese Confectionery Group, Inc. $83,684,571 47.6% 
9 Brookside Foods Ltd. $67,953,946 8.0% 9  Storck USA LP $79,401,044 22.9% 
Private label $273,115,106 14.8% Private label $163,301,655 -8.6% 
Total $6,400,906,177 10.2% Total $2,936,130,419 9.9% 
LEADING LEADING NON-CHOCOLATE 
chocolate candy brands % change Chewy candy brands % change 
BOX/BAG/BAR >3.5 0Z from from 
Dollar sales year ago Dollar sales year ago 
1 Hershey’s $1,365,717,930 6.7% 1 Haribo Goldbears $290,481,921 4.9% 
2 M&M's $1,102,189,530 10.3% 2 Sour Patch Kids $247,123,481 11.696 
3 Lindt Lindor $511,573,333 19.696 3 Skittles $232,249,828 11.696 
4 Reese’s $498,947,411 11.496 4  Starburst $215,652,073 7.7% 
5  Ghiradelli $287,103,217 13.7% 5  Trolli Sour Brite Crawlers $150,315,251 20.296 
6 All other Mars products $270,254,241 21.2% 6 Airheads $139,598,142 0.3% 
7 Dove $228,105,968 -0.9% 7 Life Savers Gummies $116,651,936 6.3% 
8 Kit Kat $133,204,410 2.5% 8  Sweetarts $103,350,806 13.6% 
9 York $119,991,192 11.0% 9 Mike and Ike $92,330,883 25.6% 
Private label $273,115,106 14.8% Private label $163,301,655 -8.6% 
Total $6,400,906,177 10.2% Total $2,936,130,419 9.9% 
Data for 52 weeks ended Sept. 4, 2022 
Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) 
Source: IRI 
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Presser of one of the world’s most essential food-stuffs is more 


than simply an industrial operation. Bartlett believes superior 
flour milling starts with the skill of the craftsman and progresses with 
the creativity of the artist. 

Bartlett Milling Company serves domestic and international 
markets, with mills producing a complete line of soft, hard and 
spring wheat flours milled to your exacting specifications. Put one of 
Bartlett's master millers to work for you. 

Flour mills located in Statesville and Wilson's Mills, North Carolina 
and Coffeyville, Kansas. 


EN BARTLETT 


2) A SAVAGE COMPANY 


4900 Main, Suite 1200 
Kansas City, Missouri 64112 
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multi-color, multi-texture,” said Greg Guidotti, chief marketing officer at Ferrara. 
The Hershey Co. is tapping into demand for gummy textures, expanding its 
Jolly Ranchers Gummies lineup with Lemonade Stand flavors. The company is 


LEADING 
sugarless gum vendors 


Dollar sales 


$869,647,179 15.8% 


1 Mars Wrigley Confectionery US LLC 
2 The Hershey Co. $274,487,273 12.9% 
3 Mondelez International, Inc. $247,547,295 3.4% 
4 Perfetti Van Melle $203,695,344 17.2% 
5 The Pur Co., Inc. $2,579,803 7.9% 
6 Project 7, Inc. $996,080 -30.5% 
7 Ford Gum & Machine Co., Inc. $729,594 1,101.7% 
8 Simply Gum LLC $413,132 NA 
9 Strauss $230,673 -20.9% 
10 Hager Pharma $220,922 8.6% 
Total $1,601,756,913 13.2% 


Data for 52 weeks ended Sept. 4, 2022 

Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, 
Gas/C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) 

Source: IRI 


bringing its Twizzlers brand into the gummy category with the launch of Twiz- 
zlers Gummies, available in flavors like cherry-grape and cherry-lemonade. 

Multiple textures star in new additions to Hershey’s Reese's lineup. Building on 
the success of brand extensions featuring crunchy inclusions like potato chips and 
pretzels, the company launched Reese’s Big Cup Stuffed with Reese’s Puffs Cereal. 
The “meta mashup” debuted this fall alongside Reese’s Dipped Animal Crackers, 
a line of bite-size cookies covered in peanut candy and dipped in milk chocolate. 


From products with less sugar to those with functional attributes and plant- 
based formulations, the chocolate category is benefiting from a growing con- 
sumer appetite for better-for-you options. 

Sales of sugar-free chocolate have nearly doubled in the United States over 
the past five years, according to IRI. US retail sales of sugar-free chocolate 
products rose 27% over the 52-week period ended July 10, with volume sales 
up 14%. The percent of households buying sugar-free chocolate over the 52- 
week period ended July 10 rose to 9.4%, up from 6.2% in 2019. 

Greater assortment and new products are reasons for the sales increase in 
sugar-free chocolate, according to IRI. Examples of recent sugar-free chocolate 
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launches include zero-sugar versions of Reese's miniature cups and Hershey’s oat milk chocolate bar from Switzerland-based Lindt & Sprunglini and vegan 
chocolate candy, to name a few. chocolate-covered caramels from Oakland, Calif.-based Ocho Candy, made 
Emerging brands are tapping into demand for foods with functional benefits, with plant-based butter from Miyoko’s Creamery. 
introducing chocolate products geared toward mood support, stress reduction, 
energy and more. 
The Functional Chocolate Co., Chicago, launched a “Brainy Chocolate” bar — LEADING 
formulated with ginkgo biloba, omega-3 fatty acids and Chocamine, a cocoa- sugarle SS eum brands 


based ingredient designed to improve cognitive function. Los Angeles-based 


startup Sourse introduced Energy Bites, a line of dark chocolate bites featuring 1 Wrigley’s $688,645,092 16.196 
matcha green tea and L-theanine for energy and concentration. 2 се Breakers $274,487,271 12.9% 
Chicago-based Barry Callebaut this spring expanded its plant-based offer- ; ШО. оз о 
ings with the introduction of dairy-free organic chocolate to its North American 5 Orbit $176,952,398 16.3% 
portfolio. Mars, Inc., Chicago, this summer launched an animal-free chocolate 6 — Dentyne $16,557,682 -19.1% 
bar under its new CO2COA brand. The chocolate bar contains animal-free milk : т epe Ee 
protein from food technology startup Perfect Day, which creates whey protein 9 ру $2,579,803 7.996 
from microflora through a fermentation process. 10 Project 7 $996,080 -30.5% 
Total $1,601,756,913 13.2% 


“Plant-based confectionery is out there,” said Marcia Mogelonsky, director of 


food and drink insights at Chicago-based Mintel, during the Sweets & Snacks Expo. Data for 52 weeks ended Sept. 4,2022 


"What's catching on is replacing dairy milk in milk chocolate with plant milk.” Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, 
Plant-based chocolate products on display at Sweets & Snacks included an Gas/C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) 
Source: IRI 
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Operators are investing to adapt to challenging environment 


estaurant industry sales continue to recover from the effects of the on- 
going pandemic while inflation and a tight labor market have hindered 
profitability. Operators are making significant investments to adapt. 

Burger King, a business of Restaurant Brands International, for example, 
is embarking on a two-year, $400 million plan to “reclaim the flame.” Of the 
$400 million, $280 million will be put toward modernizing restaurant technol- 
ogy to reduce labor and operating costs, and improve how the chain engages 
with consumers through its digital app. 

Starbucks Corp. is on a similar path to reinvent its business to meet the 
changing needs of consumers and fuel growth. The company plans to invest 
$450 million in its existing US store base in fiscal 2023 with continued invest- 
ments in fiscal years 2024 and 2025. Executives noted tremendous opportuni- 
ty to expand and diversify store formats across cafes, pickup, delivery-only and 
drive-thru-only locations. Starbucks also is in the process of reinventing its in- 
store operations to meet growing customer demand 
for customized hot and cold beverages as well as 88% 
warm foods. Today, two in five Starbucks customers 
are adding food to their orders, said Brady Brewer, 
chief marketing officer. A key focus is menu options 
that may be eaten with one hand. 

The National Restaurant Association recently 
likened running a restaurant business today to 
playing the game Jenga, “with operators care- 
fully pulling from the foundation of their operat- 
ing plans to prop up new supports in a changing 
economy.” Adding to the pressure are across-the- 
board rising costs. 

About 95% of a restaurant’s sales go to food, 
labor and operating costs, all of which are increas- 
ing each month, according to the NRA. In a survey 


65% 


80% 


YEAR-OVER-YEAR INDEX [OO Cl SCT VIC industry sales 


2019 - 100 


110 


released in mid-August, the group said wholesale food prices increased 16.396 
in the last 12 months while menu prices rose 7.6%. 

In the survey, 88% of operators said their total food and beverage costs are 
higher than in 2019, and across the board, many other costs are up. Specifi- 
cally, 65% of operators said their occupancy costs are up from 2019 and 80% 
said their utility costs are up from 2019. 


The spending gap between higher- and lower-income households is becom- 
ing more pronounced as food inflation has reached a 40-year-high. Lower- 
income households are adjusting to stretch their food dollars, cutting back on 
restaurant visits and modifying their at-home eating behaviors to save money. 

Households earning less than $75,000 a year are eating 89% of their meals 

and snacks at home, according to The NPD Group. 
Per capita restaurant visits decreased across 
all income groups during the first two years of the 
pandemic, but in the quarter ended in June this 
year, the drop was most pronounced in income 
groups under $75,000. Households earning less 
than $45,000 with children cut back five visits 
per person in the quarter, driving an overall 2% 
decrease in total restaurant visits versus a year 
ago. The impact spans all foodservice segments, 
with companies including Jack in the Box and Dine 
Brands Global reporting shifts in traffic across dif- 
ferent income groups in recent earnings calls. 
Dine Brands, the parent company of IHOP and 
Applebee's, saw a decrease in visits from guests 
making $50,000 or less in the most recent quarter 
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but an increase in visits from guests earning $75,000 or more. 

Some shoppers have cut out foodservice entirely. Around a quarter of fami- 
lies earning less than $45,000 told NPD they are not visiting restaurants at all 
due to budget constraints. 


TRENDS DRIVING RECOVERY 


At the National Restaurant Association Show held 
in Chicago May 21-24, speakers discussed strategies 
for driving the industry’s recovery. Dave Henkes, senior 
principal, and Lizzy Freier, menu research and insights, 
both with market researcherTechnomic, discussed how 
to “drive business and delight guests” using their five 
“Ps.” The first “p” is to pivot, which involves rethinking 
the menu without adding too many new ingredients. 
One approach is to infuse dishes with new flavors or 
create mashups that “combine the known and the un- 
known,” Ms. Freier said. 
The second “p” is preparation, according to Technomic. Persistent supply 
chain woes are forcing operators to innovate with unique and varied prepara- 
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tions of ingredients on hand, Mr. Henkes said. Labor savers also assist with 
preparation. Operators looking for ways to offer flavorful and innovative menus 
with reduced staff may turn to fully cooked and individually wrapped items. 

Plant proteins are part of the third “p.” Burger King be- 
gan testing a new plant-based chicken sandwich in a part- 
nership with Impossible Foods. Shake Shack teamed with 
TheNotCompany to introduce plant-based frozen desserts. 

The fourth “p” is personalization, paving the way for 
robot concepts, self-serve menu boards and sophisti- 
cated apps. 

Technomic’s fifth “p” was its predictions going for- 
ward. Technomic predicted that a very basic ingredient 
— salt — will be the focal point of menu innovations. 
It will go beyond being a basic taste to taking center 
stage in cocktails and foods. 

Ms. Freier said 27% of consumers are eating more 
unique types of global foods and beverages now than 
they did pre-pandemic. She cited global flavors to 

watch coming from Mesoamerica, Western Africa and Western Asia, with new 
peppers adding spice and nuance to dishes. 

Spicy flavors are heating up restaurant menus, from Buffalo to spicy adobo. 
National chains also are introducing “out of the box” innovations. Papa Johns 
debuted Papa Bowls, featuring baked pizza toppings without the crust. Buffalo 
Wild Wings unveiled a pair of thin-crust pizzas topped with boneless wings 
and sauces. 

Chicken is popping up on menus in every which way — roasted, grilled or 
fried, homestyle or Nashville hot, in burritos, bowls or brioche buns. 

Subway restaurants transformed nearly every item on its core menu as part 
of the “Eat Fresh Refresh” campaign. The sandwich chain has continued to add 
new options to its menu, focusing on ingredients and fresh options, under the 
Subway Series line. 

“The Subway Series is the most ambitious undertaking in company history, 
as we are changing the nearly 60-year-old blueprint that helped make Subway 
a global phenomenon,” said Trevor Haynes, president of North America. с» 
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INDUSTRY REVIEW: RETAIL 


Retail 


Value into the spotlight as inflation pushes prices to new highs 


September 2022 at the annual Groceryshop conference in LasVegas and 
outlined three different go-to-market strategies for their companies. The 
viewpoints illustrate the changes and advancements sweeping the industry. 

Jason Buechel, the new chief executive officer of Whole Foods Market, Aus- 
tin, Texas, a business unit of Amazon.com, Inc., is focused on bringing Whole 
Foods’ pre-pandemic experience back to stores. John Furner, president and 
CEO, Walmart US, Bentonville, Ark., is planning to use Walmart’s low-price, 
value proposition to attract higher income shoppers. Value will be offered 
through delivery programs and by offering sustainable fresh produce and beef. 

Nick Green, co-founder and CEO, Thrive Market, Los Angeles, said the 
growth strategy for his company’s online membership-based retail business 
founded in 2015 is to sell accessible, unique and healthy products. Today, its 
products include more than 500 private label selections. 

The goals of each CEO align with the recommendations of McKinsey & 
Company’s “The state of grocery in North America” report that was pub- 
lished earlier in the year. The report recommended food retailing executives 
focus on five trends — the return of the value-conscious consumer, offering 
healthier options, meeting consumer omnichannel expectations, increasing 
the emphasis on sustainability, investing in technology and analytics, and 


IE chief executive officers of three supermarket chains took the stage in 
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understanding the growing importance of ecosystems and partnerships. 

In its report, McKinsey noted the food-at-home market, which had been 
slowly losing share to food away from home before 2020, had surged 8.796, 
four times its historical growth rate. 

"The move to food at home coincides with a growing emphasis on healthier 
eating," McKinsey said. "Together, these trends suggest consumer behaviors 
have fundamentally changed — and grocers should take notice." 

Specifically, consumers are balancing their emphasis on value with an interest 
in healthier foods, according to the report. About 40% of consumers expect to in- 
crease their focus on healthy eating and nutrition. Consumers intend to purchase 
more regional and local goods, high-protein options, and offerings that are free 
from certain ingredients, along with other naturally healthy options. 

"This combination of saving money and eating healthier, more nutritious 
foods is more prevalent among millennial and Gen Z consumers, in part be- 
cause they are still waiting for their finances to return to normal," McKinsey 
said. "The emergence of this younger, value-conscious and healthier eater in 
2022 creates opportunities for grocers to tailor their value-priced private label 
products to include healthier offerings." 

Innova Market Insights, Arnhem, The Netherlands, echoed McKinsey's rec- 
ommendations in its top 2023 trends list, where the market researcher ranked 
"redefining value" as its No. 1 trend. 

With over 60% of consumers seeing a notice- 
able rise in the prices of their foods and beverag- 
es, they are seeking ways to create nutritious diets 
on a budget. Buying in bulk, swapping to private 
labels, reduced luxury spending and purchasing 
fewer items have become common practices as 
consumers search for brands that can satisfy their 
varied needs. 

"Redefining value throughout the food and 
beverage industry will lead in 2023 as consum- 
ers seek brands that listen, understand and re- 
spond to their core values," said Lu Ann Williams, 
director of global insights for Innova. "They want 
brands that provide quality, trust and confidence 
via their product formulations, communications 
and wider sustainability actions." 


` $469,822 


Kroger Co. net sales 


THE OMNICHANNEL OPPORTUNITY 


While value and health are consumer priori- 
ties, so is convenience. Many embraced e-com- 
merce during the pandemic, and while usage 
has decreased from the highs experienced dur- 
ing pandemic stay-at-home orders, it remains a 
category of growth for retailers. A challenge for 
the industry is balancing investment in in-store 
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programs with the need to become more efficient online. 

Research conducted by FMI —The Food Industry Association, showed retail- 
ers are focusing on investments in new technologies, including dynamic pricing, 
mobile checkout and fulfillment. 

"A major trend that has emerged from the pandemic is shoppers are looking 
for fresher, healthier, more convenient options at their grocery store,” said Leslie 
Sarasin, president and CEO of FMI. “Food retailers have absorbed this feedback 
and are making great strides to create both online and in-person shopping 
destinations that cater to shoppers’ evolving tastes.” 

FMI said the expanding food retail marketplace has prompted new habits 
for shoppers who have embraced hybrid options and integrated them into their 
routines. In 2015, only 7% of shoppers reported 
ordering groceries online within the previous 30 
days, according to FMI's “US grocery shopper 
trends 2022 series.” By 2022, half of online food 
shoppers said they shop online every two weeks 
or more. 

The McKinsey report noted customers expect 
a consistent value proposition across online and 
in-store channels. 

“Shoppers are engaging in omnichannel 
across a variety of shopping missions — weekly 


RETAILER 


in millions 


Target Corp. net earnings 


“The top-selling item at one of our current hubs is Hamburger Helper,” he said. 

Retailers also are engaging with consumers through scanning technologies 
that allow for the retrieval of specific product information and purchase without 
interacting with a cashier or checkout line. 

While pickup, delivery and in-store scanning are consumer-facing initia- 
tives, much is happening behind the scenes as retailers invest in new tech- 
nologies and analytics to improve efficiencies. Kroger Co., Ahold Delhaize 
and HEB, for example, are working with companies like Ocado, Swisslog 
and Takeoff Technologies to improve fulfillment operations. Retailers also are 
working with Google and Microsoft to introduce artificial intelligence to im- 
prove the customer experience. cr 


Target Corp. net revenue 


in millions 


grocery shopping and midweek top-ups, for ex- $78,112 $93,561 $106,005 
ample — and they expect similar assortments, 
ki T íi $3,269 $4,368 $6,946 
pricing, and promotions, among other factors, 
across channels," the report said. 2019 2020 2021 2019 2020 2021 


During his Groceryshop presentation, Mr. 
Furner of Walmart discussed how drone deliver- 
ies are a part of Walmart's omnichannel strategy. 
By the end of 2022, the company's DroneUp de- 
livery network will expand to 34 sites, providing 
the potential to reach four million US households 
across six states, including Arizona, Arkansas, 


Walmart, Inc. net income 
(fiscal years ended in January) 


Walmart, Inc. net revenue 
(fiscal years ended in January) 


Florida, Texas, Utah and Virginia. E $14,881 $13,510 $13,673 £ 

Mr. Furner said Walmart initially thought = = $523,965 $559,151 sizes 
customers would use the service for emergency 
items, but it is turning out to be more for conve- 
nience, such as a quick fix for a weeknight meal. 2020 2021 2022 2020 2021 2022 
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Plant-based sales stall; emerging technologies gain traction 


ood technology companies are exploring sustainable ways to feed a 
growing global population, stoking the appetites of investors, who have 
poured billions of dollars into the space in recent years. 

Investment in the development of plant-based meat, dairy and egg alterna- 
tives, cultivated meat and alternative protein fermentation companies reached 
$5 billion in 2021, according to the Good Food Institute, an alternative protein 
advocacy group based in Washington. 

“The investor community is beginning to see the huge potential of alternative 
proteins to transform our food system, as well as the strong potential to meet 
their target returns,” said Sharyn Murray, senior investor engagement specialist. 
“With more and more investors acknowledging that climate risk is investment 
risk, alternative proteins offer a scalable so- 
lution that gets the world closer to a more -2 50/9 
secure, carbon-neutral food system. Man- 
aging dimate risks is impossible without 
addressing food and agriculture, and alter- 
native proteins offer us a tool to do that." 


-17% 


Several plant-based categories are 
seeing an uptick in adoption, but a much 
larger portion experienced declines in pen- 
etration this year, according to data from 
the Brightfield Group, Chicago. 

The company’s consumer insights plat- 
form found the portion of shoppers purchasing plant-based creamers fell 25% 
in the second quarter of 2022, while those purchasing plant-based sausage 
and fish alternatives fell 17%. Penetration also declined for dairy-free yogurt 
(down 9%), dairy-free cheese (down 8%), burger alternatives (down 7%), 
chicken alternatives (down 6%) and dairy-free ice cream (down 3%). Only 


-9% 


Source: Brightfield Group 


LEADING REFRIGERATED 
almond milk vendors 


1 Blue Diamond Growers $558,662,915 -6.1% 
2 Danone US LLC $535,079,255 6.9% 
3 Califia Farms LLC $101,216,986 3.7% 
4 Simply Orange Juice Co. $33,608,663 7.0% 
5 Mooala Brands LLC $3,824,923 25.0% 
6 Malk Organics $2,843,944 67.8% 
7 Hiland Dairy Foods Co. LLC $2,301,481 -10.9% 
8  ThreeTrees Organics $1,278,721 47.6% 
9 Silver Springs Citrus $624,333 NA 

Private label $275,002,464 -3.0% 

Total $1,515,702,280 -0.1% 


Data for 52 weeks ended Sept. 4, 2022 


-8% | 
-7% 


-6% 


plant-based frozen meals and plant-based bacon saw modest gains, up 5% 
and 1%, respectively. 

Economic pressures and higher grocery bills are pushing shoppers toward 
conventional animal-based products, said Bethany Gomez, managing director 
at Brightfield. But price isn’t the only factor driving declines. The category’s 
health and environmental halos are beginning to lose their shine as more con- 
sumers associate plant-based products with complicated labels full of unfamil- 
iar ingredients. 

Closing the price gap may help unlock growth. Startups are tapping fungi, 
algae and other novel sources of protein to develop more affordable options. 

Brevel, Tel Aviv, Israel, raised $8.4 million in seed funding this year to ex- 
pand production of microalgae-based 
protein that is neutral in color and flavor, 
functional, sustainable and scalable, ac- 
cording to the company. Brevel’s technol- 
ogy combines sugar-based fermentation 
of microalgae with a high concentration of 
light at industrial scales and is based on 
indoor, sterile and fully automated systems. 
The process reduces the cost of producing 
microalgae by more than 90%. Existing 
options for microalgae cultivation as an al- 
ternative protein have high costs as well as 
flavor barriers, according to the company. 

“For the first time Brevel will be provid- 
ing a truly sustainable solution that is not 
only tasty and blends perfectly into different food applications to increase their 
nutritional value, but is also at an affordable cost that puts it on the path for 
global-scale mainstream adoption,” said Yonatan Golan, chief executive officer 
and co-founder of Brevel. 

Meati Foods, Boulder, Colo., raised $150 million in Series C funding to 


LEADING REFRIGERATED 


almond milk brands 


1 Blue Diamond $558,622,915 -6.1% 
2 Silk $535,079,184 7.0% 
3 Califia Farms $101,216,986 3.7% 
4 Simply $33,608,663 7.0% 
5 Mooala $3,824,923 25.0% 
6  Malk $2,843,944 67.8% 
7 Hiland $2,301,481 -10.9% 
8  ThreeTrees $1,278,721 47.6% 
9 Ardmore Farms $624,333 NA 

Private label $275,002,464 -3.0% 

Total $1,515,702,280 -0.1% 


Total US - Multi-outlet with C-Store (Supermarkets, Drugstores and Mass Market Retailers, Gas/C-Stores, Military Commissaries and Select Club & Dollar Retail Chains) 


Source: IRI 
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expand production and accessibility of its products, with the goal of establish- 
ing a national omnichannel footprint by the end of 2023. 

Meati in March debuted a pair of chicken-style cutlets, its first national consumer 
offering. In May it introduced a steak filet product. Made with mycelium, the root 
structure of fungi, the whole-cut meat alternatives deliver a meaty taste and texture 
while offering comparable complete protein to meat with more fiber and no cho- 
lesterol, according to the company. The products contain 45% of the recommended 
daily intake of zinc and 90% of the daily recommended intake of vitamin B12. 


ADVANCES IN CULTURED MEAT 


Cultivated meat, also known as lab-grown, cultured or cell-based meat, is 
gaining support from global food manufacturers. 

Ajinomoto Co., Inc., Tokyo, entered a strategic partnership withTel Aviv-based 
cultivated meat producer SuperMeat, marking its first foray into cellular agricul- 
ture. As part of the partnership, Ajinomoto planned to invest in SuperMeat as one 
of its corporate venture capital projects. 

The companies aimed to establish an open platform for the commercializa- 
tion of cultivated meat, combining SuperMeat’s technology with Ajinomoto’s 


LEADING REFRIGERATED 
oat milk vendors % change 
from 
Dollar sales year ago 
1 HP Hood, LLC $174,781,761 39.6% 
2 Oatly, Inc. $108,602,742 49.696 
3  Chobani, Inc. $86,167,590 44.696 
4 Danone USLLC $49,539,152 40.7% 
5 Califia Farms LLC $40,107,725 51.6% 
6 Simply Orange Juice Co. $3,421,307 109.3% 
7 Lifeway Foods, Inc. $1,955,142 NA 
8 Malk Organics $898,035 159.2% 
9 Happy Planet Foods, Inc. $377,846 -50.7% 
Private label $17,193,346 29.6% 
Total $483,705,124 44.0% 


Data for 52 weeks ended Sept. 4, 2022 


research and development capabilities. One area of focus is the development 
of cell growth medium and its ingredients. Cell media, which contains the nu- 
trients needed for animal cell growth, accounts for the majority of cultivated 
meat production costs. 

Toronto-based cultivated meat startup Evolved Meats in May raised $2 
million in seed funding led by Maple Leaf Foods Inc. Evolved developed a 
species-agnostic platform for growing whole cuts of meat that are structurally 
and biochemically identical to conventional cuts of meat. It aims to leverage its 
ability to grow functional tissue to become a low-cost operator in the cultivated 
meat space. 

“We are committed to supporting promising new technologies with the po- 
tential to nourish people and protect the planet,” said Michael McCain, presi- 
dent and CEO of Maple Leaf Foods. 

Eat Just, Inc., Alameda, Calif., entered a joint development agreement with 
ADM, Chicago, to accelerate cultivated meat processing. Good Meat, Eat Just’s 
cultivated meat division, previously won regulatory approval in Singapore, and 
the company has had preliminary talks with Chinese officials to sell the prod- 
ucts there. Good Meat also is preparing to enter the US market. 

“ADM has long been a pioneer in the alternative protein industry, and our 
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LEADING REFRIGERATED 
oat milk brands % change 
from 
Dollar sales year ago 

1 Planet Oat $174,781,761 39.6% 

2 Oatly $108,602,742 49.6% 

3 Chobani $86,167,590 44.6% 

4 Silk $49,537,413 40.7% 

5 Califia Farms $40,107,725 51.696 

6 Simply $3,421,307 109.396 

7  Lifeway $1,955,142 NA 

8 Мак $898,035 159.2% 

9 Happy Planet $377,846 -50.7% 
Private label $17,193,346 29.6% 
Total $483,705,124 44.0% 
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INDUSTRY REVIEW: ALTERNATIVE PROTEINS 


strategic focus right now is on developing innovative new technology and solu- 
tions to continue expanding our capabilities to serve the fast-growing global 
demand for protein-based nutritional needs,” said Leticia Goncalves, president 
of global foods at ADM. 

In April, Upside Foods, Berkeley, Calif., closed $400 million in Series C fund- 
ing, the largest round to date for the cultivated meat industry, according to 
the company. The funding brought its total amount raised to $608 million and 
placed its valuation at more than $1 billion. Upside Foods planned to introduce 
its first products to US consumers during the year, pending regulatory review. 


MILKING ANIMAL-FREE DAIRY 


ADM also this year announced a partnership with New Culture, San Leandro, 
Calif., to advance the development and commercialization of animal-free dairy 
products. Combining ADM’s manufacturing capabilities with New Culture’s in- 
novations in animal-free casein and animal-free cheese, the partnership will 
focus on joint product development and expansion into the foodservice market. 

“After tasting New Culture’s delicious animal-free mozzarella, we recog- 
nized that the company had the potential to play a central role in bringing 
great-tasting, breakthrough products to the dairy aisle,” said lan Pinner, 


senior vice president of strategy and innovation for ADM. 

From ice cream to chocolate to milk to sports nutrition products, applica- 
tions using animal-free dairy protein abound. Nestle SA, Vevey, Switzerland, 
developed an animal-free dairy product sourcing protein from food technology 
startup Perfect Day, Berkeley, Calif. Perfect Day uses precision fermentation 
technology and microflora to create a protein that is identical to whey protein 
found in traditional dairy. Nestle planned to pilot the product in the United 
States. 

Change Foods, a Palo Alto, Calif.-based developer of animal-free dairy prod- 
ucts, secured more than $15.3 million in total seed funding following an over- 
subscribed seed extension round. The food technology startup also uses precision 
fermentation technology to create dairy proteins, specifically caseins, to produce 
cheese without cows. The company’s new partnerships and funding will support 
product development and accelerate cheese production and distribution capabil- 
ity. Change Foods was targeting its initial market launch for late 2023. 

“Our mission is to transform the global cheese business with new products 
that deliver the indulgent taste and eating experience of traditional animal- 
derived products, but without the detrimental impacts of industrialized ani- 
mal agriculture,” said David Bucca, founder and CEO of Change Foods. “Our 
flagship funding round and collaboration agreements demonstrate confidence 
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in our ability to usher in revolutionary animal-free cheese products. Industry 
partnerships are a critical part of our business model as we look to leverage 
the scale and expertise of leading industry players to rapidly expand production 
and go-to-market.” 

Tel Aviv-based Remilk raised $120 million in Series B funding. The company 
develops dairy proteins that are “chemically identical” to cow milk proteins but 
free of lactose, cholesterol and growth hormones, said Aviv Wolff, co-founder 
and CEO. 

Created using a patented yeast-based fermentation process, the dairy pro- 
teins have the same flavor, nutritional profile and ability to stretch, melt and 
blend as their animal-based counterparts. 

Remilk estimated its process uses 1% of the land, 4% of the greenhouse 
gas emissions and 5% of the water required to produce comparable products 
in the traditional dairy manufacturing process. 


Panelists were asked to give predictions for the alternative protein category 
by the year 2050 at the Future Food-Tech Alternative Proteins event held in 
New York in June. Growth over the next 30 years will depend on investments, 


sourcing from nearby areas and recruiting talent. Investments may boost preci- 
sion fermentation since those facilities can run as much as $100 million, said 
Matt Gibson, co-founder and CEO of New Culture. 

“There are not many companies that can pay $100 million for a facility right 
now, and there are not many $100 million facilities out there,” he said. 

Scaling production of plant-based alternatives will require investments, too. 

“If we had a product that truly worked on taste, price and availability, we 
would have a lot better market penetration,” said Aylon Steinhart, co-founder 
and CEO of Eclipse Foods, an Oakland, Calif., maker of plant-based frozen 
desserts. 

Finding talent for the plant-based industry may be difficult, too. 

“We compete for the same talent pool as the pharmaceutical industry: pro- 
cess engineers that do our fermentation and process optimization,” said Miller 
Tran, PhD, vice president of research and development forTriton Algae Innova- 
tions, San Diego. “That’s a problem if you don’t have the dollars to compete.” 

The panelists were asked if large consumer packaged goods companies 
eventually might ditch animal protein and focus mostly on plant-based protein. 

Mr. Steinhart said, “Once it is indistinguishable, once the price is right, once 
it is better in every way and consumers want it, then І think we will see a largely 
alternative protein world.” 
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Beyond Meat, Inc. 


Plant-based meat maker is in a bind 


eyond Meat, Inc. is facing a difficult 
В environment marked Бу 

decelerating meat alternative category 
sales and the effects of inflation on consumer 
spending patterns. 

In mid-October, the El Segundo, Calif.-based 
company revealed plans to lay off approximately 
19% of its workforce, or about 200 employees, 
and slashed its full-year sales outlook to a range 
of $400 million to $425 million from a previously 
stated range of $560 million to $620 million. 

Management indicated delayed or canceled 
product promotions, programs and introductions 
relative to its plans negatively affected its sales 
outlook. 

“Beyond Meat is implementing measures to 
drive more sustainable growth, emphasizing the 
achievement of cash flow positive operations 
within the second half of 2023,” said Ethan 
Brown, president and chief executive officer. 
“While we believe the current headwinds facing 
our business and category — including record 
inflation — are transient, our mission, brand, 
and long-term opportunity endure. To manage 
through the current environment and realize 
the opportunity ahead, we are significantly 
reducing expenses and sharpening our focus on 
a set of key growth priorities.” 


BEYOND MEAT 


Beyond Meat, Inc. 
net income (loss) 


The company expected to incur a $4 million 
charge in connection with the layoffs and save 
approximately $27 million in cash operating 
expenses. 

Mr. Brown during a conference call in August, 
described “dynamic shrinking consumer buying 
power in grocery stores that favors lower-cost 
proteins and products” exerting pressure on 
category and company growth, noting the costs of 
Beyond Meat's product compared to conventional 
ground beef are $8.35 per Ib and $4.90 per Ib, 
respectively. 

As of June, Beyond Meat branded products 
were available at approximately 183,000 
retail and foodservice outlets in more than 90 
countries. 

The company's strategy for reinvigorating 
meat alternative sales is to focus on supporting 
and growing the investment it has made the past 
three years to commercialize and scale products. 


Beyond Meat, Inc. net revenues 


Mr. Brown said Beyond Meat will continue 
launching and testing products with quick-service 
restaurants in the coming year in the United 
States and around the world. 

Developments during the year included a deci- 
sion by McDonald's Corp. to conclude a US test of 
its plant-based burger concept called the McPlant, 
which was produced by Beyond Meat. 

In September, Beyond Meat partnered with 
Panda Express to introduce Beyond The Original 
Orange Chicken in more than 2,300 restaurants 
nationwide following successful market tests. 
Beyond Meat also unveiled Beyond Carne Asada 
Steak at selectTaco Bell restaurants in October. 

Earlier in the year, Beyond Meat as part of its 
joint venture with PepsiCo, Inc. introduced Beyond 
Meat Jerky. Mr. Brown called initial results of the 
rollout a resounding success; however, the launch 
was costly due to the higher-cost manufacturing 
network used to produce the product. 

In May, during a conference call, Mr. Brown 
said the company was transitioning production 
of the plant-based jerky into higher-efficiency 
operations and expected to "greatly improve" unit 
economics in the second half of the year. 

By mid-October, shares of Beyond Meat were 
trading around $14, down by more than 7896 
since the beginning of the year. ce 


Chief executive officer — 
Ethan Brown 
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Grupo Bimbo SAB de CV 


sharpens focus on baking, long-term objectives 


ven as the company achieves record results in 

the near term, management of Grupo Bimbo 

SAB de CV continues to emphasize a focus 
on the future. The commitment to the long term was 
expressly articulated early in 2022 by the company’s 
chief executive officer but also was demonstrated in 
many facets of the company’s business. 

After Bimbo agreed to sell its confectionery 
business to Mondelez International, Inc. for 
approximately $1.3 billion, Daniel Servitje, CEO, 
said Bimbo was following a well-conceived strategy 
when it chose to divest Mexico City-based Ricolino, 
a maker of candy bars, truffles, panned chocolates, 
caramel, lollipops, marshmallows, hard and chewy 
candies, nougats and gum. 

“The strategic rationale behind this decision 
is that we are focusing on our core businesses — 
grain-based foods," Mr. Servitje said. "We plan to 
continue to grow and further consolidate our position 
as the largest baking company in the world." 

He said the company has a long history of purchasing 
underperforming baking businesses and then "work 
tirelessly years and years and years to fix ailing 
businesses, to invest in bakeries that have not been 
invested in many, many years and to fix distribution 
systems that were outmoded or not taken care of." 

He suggested Bimbo may not be the right candidate 
for investors overly focused on near-term results. 


A спиро 
%7 BIMBO 


Grupo Bimbo SAB de CV 
net profit (loss) 


15,916 


in millions of Mexican pesos 


2019 2020 2021 
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“We play for the long haul,” he said. “If you don't 
like the long haul, well, that's who we are. But we 
are very clear on what we want to achieve, and we 
want to create value for our shareholders." 

In May, Bimbo shared a sustainability plan 
with "transparent, far-reaching, ambitious goals." 
The strategy was developed using a materiality 
assessment and is defined through three pillars with 
eight initiatives. 

Bimbo categorized the three pillars as Baked 
for You, Baked for Nature and Baked for Life. 
The Baked for You pillar is focused on enabling 
planetary diets with nutritional diversity. 

Goals for sooner than 2030 indude the adoption 
of simple and natural ingredients, that the company's 
baked foods may be consumed as part of a healthy, 
plant-based diet (with whole grains and other healthy 
ingredients), and that the company communicates 
dearly through its nutritional packaging. 

The Baked for Nature pillar focuses on environ- 
mental sustainability. Goals set for 2050 indude 


Grupo Bimbo SAB de CV 
net sales 


291,926 


331,051 348,887 


in millions of Mexican pesos 


2019 2020 2021 
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becoming a net zero carbon emissions company and 
targeting 100% of key ingredients purchased to come 
from crops cultivated with regenerative agricultural 
practices. By 2030, Bimbo pledged all of its packaging 
would support a circular economy. 

Its final pillar, Baked for Life, is about community 
involvement for the company in the markets where 
Bimbo operates. Specific goals for 2030 under 
the Baked for Life pillar are strengthening the 
implementation of Good Neighbor projects (aimed 
at improving neighborhoods near Bimbo plants) 
in each work center and strengthening dedicated 
programs to the value chain. 

Over the course of the year, Bimbo highlighted 
steps it has taken toward its objectives. 

In September, Bimbo said it had acquired 1,001 
new Vekstar Stellar electric delivery vehicles. The 
purchase brings Bimbo’s tally of electric vehicles 
in Mexico to 2,300, where it maintains its position 
as the company with the largest number of electric 
vehicles in Latin America, Bimbo said. 

In September, Mr. Servitje said Bimbo has 
launched regenerative agriculture pilot tests 
both in Mexico and the United States. Calling 
regenerative agriculture a “huge initiative,” Mr. 
Servitje said agriculture accounts for the largest 
proportion of Bimbo’s Scope 3 greenhouse gas 
emissions, meaning emissions in a company’s 


Chairman and president — 
Daniel Servitje 
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COMPANY OVERVIEW 


value chain but not from assets owned or directly controlled by the company. 

He said the early results of the pilot tests have been impressive. 

“When you go through the steps, instead of emitting carbon, you actually 
capture carbon,” he said. 

Bimbo Bakeries USA during June shared details about a supplier diversity 
program the company has adopted. BBU said it will partner with “vendors 
with diverse experience, viewpoints and backgrounds.” Elements of the supplier 
program were described in “Our Foundation of Belonging,” BBU’s 2021 
Diversity, Equity and Belonging report. The report also describes progress the 
company made in its diversity, equity and inclusion program during 2021. 

The annual report features three-year goals and commitments that are part 
of the company’s Workforce, Workplace and Marketplace strategic framework. 

“We are committed to building a workforce, creating a work environment and 
establishing a meaningful presence in the marketplace that actively promotes 
diversity and equity, and ultimately achieves belonging for our associates and within 
our communities,” said Nikki Lang, head of diversity, equity and belonging at BBU. 

Under the company’s supplier diversity program, all new suppliers 
will be required to fill out a supplier diversity questionnaire as part of the 
implementation process for vendors in its systems. Additionally, the company 
is partnering with the National Minority Supplier Development Council, which 
will offer referrals and introductions to minority business enterprises and offer 
its database of minority certified MBEs. 

Establishing as an objective that the company’s workforce looks like its consumers, 
customers and markets, BBU said it is setting representation goals that align with 
business practices to measure progress and ensure intemal and external credibility. 


Grupo Bimbo SAB de CV North America 


Fiscal 2021 change from prior year 


Net sales 176,275 


-0.1% 


Operating income (loss) 8,864 


+119% 


in millions of Mexican pesos 


Grupo Bimbo SAB de CV Latin America 


Meanwhile, the company’s business generally has remained strong. Sales 
have held up well, though profit margins have been under pressure. 

“We haven’t seen consumers trading down as demand continues to be very 
strong, and it is reflected in our volume growth,” Diego Gaxiola, chief financial 
officer, said during a July 21 conference call after the company announced 
second-quarter results. 

Operating income of the North America business of Grupo Bimbo in the 
second quarter ended June 30 was 4.8 billion pesos ($233 million), up 84% 
from 2.61 billion pesos in the second quarter last year. Sales during the quarter 
were 49.45 billion pesos ($2.4 billion), up 16% from 42.54 billion pesos in 
the second quarter a year earlier. 

“North America region margin contraction of 210 basis points was mainly 
due to a higher inflationary environment, including commodities, labor costs, 
as well as challenges and shortages across the supply chain,” Bimbo said. “This 
was partially offset by the strong sales performance, favorable branded mix and 
productivity benefits from past restructuring investments.” 

Mr. Servitje said inflation has been felt in prices for commodities, freight and 
labor. Bimbohas grappled with supply chain challenges and shortages. 

“We have been leveraging many tools to affect this rising inflation, including 
revenue growth management strategies, category and product mix, pricing 
actions and pursuing many product productivity initiatives,” he said. “We will 
continue this approach throughout the year to proactively look for restructuring 
opportunities across the value chain and to deploy our digital transformation 
strategy. Looking ahead to the second half of the year, we remain confident we 
will be able to reach our goals and guidance.” ce 
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Campbell Soup Co. 


Innovating to connect brands with younger consumers 


s Campbell Soup Co. emerges from the 
As three years of COVID-19 pandemic 

influence, the company is pleased that 
the share for most of its key brands remained 
at or above fiscal 2019 levels, said Mark A. 
Clouse, president and chief executive officer, in 
a Sept. 1 conference call to discuss fiscal 2022 
financial results. 

Net earnings attributable to Campbell Soup 
in the year ended July 31 were $757 million, 
equal to $2.51 per share on the common stock, 
donw 2496 from $1 billion, or $3.31 per share, 
a year ago. Net sales in fiscal 2022 were $8.56 
billion, up 196 from $8.48 billion in 2021. 

While Campbell Soup executives felt confi- 
dent the Snacks segment was a business that 
in Mr. Clouse's words "had grown before, has 
grown during (and) will grow after" the pan- 
demic, there was more uncertainty surrounding 
Meals and Beverages.That uncertainty has fad- 
ed, though, and the progress the company has 
made in the Meals and Beverages unit since the 
pandemic has been significant, he said. 

“We are retaining the younger consumers we 
have added in the last three years, who appre- 
ciate the value soup provides as a nutritionally 
dense and emotionally fulfilling quick meal," 
the company added. 


Campbell Soup Co. 


net earnings 
(fiscal years ended in July) 


in millions 


$1,002 


2020 2021 2022 
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Chunky Spicy Chicken Noodle, launched in 
early fiscal 2022, showed strong trial and repeat 
and Campbell Soup said it has plans to build on 
this trend with additional spicy varieties slated 
for fiscal 2023. 

In the Pacific Foods line of ready-to-serve soup 
and chili, innovations will include plant-based 
broths, oat milk soups and wellness bone broth. 

Innovating with wellness offerings to intro- 
duce new and younger consumers to its brands, 
Campbell Soup intends to modernize its soup 
brands by positioning them "at the intersection 
of pop culture and food." 

In the Snacks segment, nearly all Campbell 
Soup's products grew consumption from 2021 
and were up 19% compared to three years ago. 

Innovation in salty snacks included Snyder's 
of Hanover Twisted Pretzel Sticks, Goldfish 
Family Size and Goldfish Mega Bites. 

Snack innovation also took the form of part- 
nerships for limited edition flavors of Goldfish, 


к, 


Campbell Soup Co. 


net sales 
(fiscal years ended in July) 


$8,476 


$8,562 


in millions 


2020 2021 2022 
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including Frank’s RedHot, Old Bay and Dunkin’ 
Pumpkin Spice Grahams, as well as the new 
flavor, jalapefio popper. 

The company completed a multi-million- 
dollar investment to create a “Milano mega- 
line” at its Denver, Pa., bakery. The line will in- 
crease production capability of Milano cookies 
by 30%. 

Over the next three fiscal years, the company 
aims to expand the profitability of Snacks by 
approximately 400 basis points to achieve a 
17% margin target. Toward that end, Campbell 
Soup plans to improve plant performance, op- 
timize its portfolio mix, reduce complexity and 
improve efficiency. 

In July, Bennett Dorrance retired from the 
company’s board of directors. He is the grand- 
son of John T. Dorrance, PhD, the inventor of 
condensed soup and president of the company 
from 1914-30, and the son of John T. Dor- 
rance Jr., a former chair of the company from 
1962-84. 

At the close of the fiscal year ended July 31, 
Campbell Soup expected 2023 net sales of ap- 
proximately 2%, adjusted EBIT of 4% to 6% 
and adjusted earnings per share of 6% to 8%. 
Productivity improvements and cost-savings ini- 
tiatives will be used to mitigate inflation. сь 


Chief executive officer — 
Mark A. Clouse 
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Coca-Cola Co. 


Brands shed, company looks to post-pandemic era 


he Coca-Cola Co., Atlanta, decided to 
К course in the middle of a pan- 

demic, taking on a program that focused 
on reducing the company’s portfolio to 200 
brands from 400 brands and giving more at- 
tention to the remaining brands. 

James Robert B. Quincey, chief executive 
officer, called it “slightly quixotic” to make the 
change in the middle of COVID-19 when he 
spoke Sept. 8 at the Barclays Consumer Staples 
Conference in Boston this year. 

“The intention was very much about lean- 
ing into being more aggressive on getting done 
what needed to get done and also taking the 
decision that once COVID ended, and the re- 
opening was happening and we were almost 
back to growth, the last thing you wanted to be 
involved in was a set of restructurings, which 
tend to distract the organization from growing,” 
Mr. Quincey said. 

In August 2020, Coca-Cola announced reor- 
ganization plans to reduce its number of oper- 
ating units to 9 from 17. 

The company over the past two years has 
made such moves as selling its Odwalla brand 
while discontinuing the Coca-Cola Energy, Zico 
and Tab brands. Coca-Cola plans to phase out 
its Honest Tea product line at the end of 2022. 


Coca-Cola Co. net earnings 


in millions 


$8,920 $7,747 


$9,771 


2019 2020 2021 
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The national Gold Peak and regional Peace Tea 
brands will anchor Coca-Cola’s ready-to-drink 
tea strategy. 

Coca-Cola’s stock price on the New York 
Stock Exchange stood at $49.12 per share on 
Sept. 1, 2020. COVID-19 continued to cut into 
out-of-home beverage consumption, but the 
company’s stock price rose above $63 per share 
this summer and closed at $56.02 per share 
on Sept. 30. Coca-Cola eclipsed pre-pandemic 
unit sales in the fiscal year ended Dec. 31, 
2021. 

The alcoholic beverage category has been 
explored by Coca-Cola. Ready-to-drink Jack 
Daniel’s & Coca-Cola launched this year. Other 
flavored alcohol beverages that use Coca-Cola 
brands include Lemon-Dou in Japan, China 
and the Philippines; Topo Chico Hard Seltzer in 
more than 20 markets; Schweppes Pre-Mixed 
Cocktails in Brazil; and Simply Spiked Lemon- 


Coca-Cola Co. net revenues 


$37,266 


$33,014 $38,655 


in millions 


2019 2020 2021 
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ade and Fresca Mixed in the United States. 

The Coca-Cola brand remains the largest one 
in the company’s portfolio. Sparkling soft drinks 
sales grew 8% in the second quarter ended July 
1 this year with the Coca-Cola brand up 7%. 
Coca-Cola Zero Sugar grew 12%. 

“If you’re aiming to grow revenue of 5% to 
6%, Coke is going to be a piece of that,” Mr. 
Quincey said at the Barclays conference. “In the 
rest of the portfolio, each piece of the portfolio 
is only going to be decimals. Nothing is going 
to move the needle that much.” 

For the 2022 fiscal year, Coca-Cola expected 
organic revenue growth of 12% to 13% and 
commodity price inflation of a high-single-digit 
percentage. 

In a personnel move, John Murphy became 
president and chief financial officer Oct. 1 af- 
ter Brian Smith retired from that position. Mr. 
Murphy previously was executive vice president 
and CFO. 

Jennifer Mann, president of global ventures, 
will become president of the company’s North 
America operating unit Jan. 1, 2023, and on 
the same date Evguenia (Jenny) Stoichkova, 
president of the Eurasia and Middle East op- 
erating unit will become president of global 
ventures. c» 


Chief executive officer — 
James Robert B. Quincey 
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Conagra Brands, Inc. 


Renovating and updating its supply chain is a major initiative 


he impact of the COVID-19 pandemic 
IE global supply chains has prompted 

Conagra Brands, Inc. to update its own. 
The company plans to deliver $1 billion in cost 
savings over the next three years by renovating 
its production, logistics and margin management 
programs, and introducing new capabilities. 

The company's supply chain encompasses 42 
plants and 25 distribution centers with 15,000 
employees that produce more than 5,000 prod- 
ucts and account for 8096 of total volume. Ex- 
ternal partners make up the rest of the volume. 

Five components will support the program, 
induding optimization, productivity, agility, 
people and a focus on sustainability. Perhaps 
the most significant impact will be felt in lo- 
gistics, where the company plans to reduce the 
number of distribution centers it has by 5096. 
To improve productivity, Conagra Brands plans 
to enhance its data and analytics capabilities. 
With the new tools, cross-functional teams will 
be able to better identify opportunities to re- 
duce cost in materials, manufacturing and lo- 
gistics, according to the company. 

The company also is in the process of digi- 
tally connecting its manufacturing operations. 
Called the "connected shop floor" the program 
features four pillars. 


CONAGRA 


*BRANDS* 


Conagra Brands, Inc. net income 
(fiscal years ended in May) 


in millions 


2020 


2021 2022 
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"The first pillar of the program is connect- 
ed line," said Alexandre O. Eboli, chief supply 
chain officer, during the company's July 27 in- 
vestor day presentation. "We will be connecting 
all equipment on production lines to the web, 
providing a constant flow of data to our teams. 
The second pillar is connected worker, provid- 
ing an electronic way for the team to collect 
data on a mobile device. 

"The third pillar is yield management, which 
allows the teams to attract material efficiency, 
supplier quality and adherence to the standards 
required to produce consistent and repeatable 
products minimizing waste. And lastly, we are 
investing in dashboards and alerts so that our 
frontline teams and site leadership can take 
timely actions on high-priority events." 

The initiative is forecast to deliver $300 
million in manufacturing savings over the next 
three years, Mr. Eboli said. 
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The supply chain update also is focused on 
minimizing disruptions. During the first quar- 
ter of fiscal 2023, ended Aug. 28, two supply 
chain disruptions hindered quarterly results. 
Both problems involved the off-spec produc- 
tion in Conagra's Foodservice and canned chili 
businesses. 

Sean M. Connolly, president and chief ex- 
ecutive officer, said on Oct. 6 there is "clear 
progress" in the efficiency of Conagra's supply 
chain, with service levels improving and pro- 
ductivity tracking well, but it is "not flawless" 
and will remain “dynamic” for the foreseeable 
future. 

Like many of its peers, Conagra Brands 
raised prices throughout the year to keep pace 
with the rising cost of inputs and planned to 
continue raising prices in the year ahead, par- 
ticularly in the second and third quarters of fis- 
cal 2023. 

Lucy Brady took over as president of grocery 
and snacks for Conagra Brands during the year. 
She will be responsible for the grocery and 
snack portfolios, including such brands as Slim 
Jim, Duncan Hines and Angie's Boomchickapop. 
Prior to joining Conagra, she was chief digital 
customer engagement officer at McDonald's 
Corp., Chicago. c» 
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Dairy Farmers of America 


sustainability programs launch; new CEO takes over 


ustainability became an area of height- 
S ened focus for Dairy Farmers of America 

in 2022, a year in which the national 
milk marketing cooperative also named a new 
chief executive officer. 

Dennis Rodenbaugh took over as president 
and CEO July 1, replacing Richard P. Smith, 
who stepped down after leading the DFA for 
16 years. Mr. Rodenbaugh joined the DFA in 
2007 and served in roles such as executive vice 
president of council operations and president of 
ingredient solutions. 

"DFA's core focus will always be on market- 
ing its members’ milk,” Mr. Rodenbaugh said. 
“As | work with my leadership team on strategic 
imperatives, a focus on investment, innovation, 
valuing our members and advocating for their 
ability to achieve their goals are just a few te- 
nets of my vision for future success.” 

Besides working with the DFA, Mr. Roden- 
baugh is chairman on the National Milk Pro- 
ducers Federation’s board of directors and 
serves as a board member for the International 
Dairy Foods Association. 

Consumers continue to show interest in sus- 
tainability, and the DFA is taking steps in re- 
sponse to that concern. The International Food 
Information Council’s 2022 Food and Health 
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Survey found 52% of respondents said their 
food and beverage choices have either a signif- 
icant or moderate impact on the environment, 
which was up from 42% in 2021. 

In August, the DFA named Kevin O'Donnell 
as senior vice president of sustainability. He 
previously was sustainability strategy adviser 
for FTW Ventures, an early-stage venture fund 
involved in food and agriculture. 

A new ad campaign introduced by the DFA 
in June highlighted how the dairy industry may 
impact the environment with its sustainability 
efforts by putting together what it called the 
“nerd herd,” a team of farmers, engineers, nu- 
tritionists, veterinarians, technology experts 
and scientists. 

The "nerd herd" educates consumers about 
how dairy farm families use renewable energy 
methods such as wind turbines, solar energy 
and soil strategies. The new ad campaign ap- 
peared on YouTube, streaming platforms, digital 
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publications and social media. 

A partnership between the DFA, Yum! Brands 
and Pizza Hut aims to help farmers reduce 
greenhouse gas emissions by providing them 
with technology. By the end of the three-year 
project Pizza Hut plans to source 5096 of the 
dairy used to make its cheese from DFA farms 
in the program. 

In another sustainability initiative, the US 
Department of Agriculture on Sept.14 said it 
would give up to $45 million to a DFA pilot 
project that involves scaling methane emissions 
reductions and soil carbon sequestration as well 
as developing and marketing climate-smart, 
low-carbon dairy products.The DFA project was 
one of 70 selected by the USDA for its Partner- 
ships for Climate-Smart Commodities program. 

The DFA in August acquired two processing 
plants — one in Richmond, Ind., and one in 
Pacific, Mo. — formerly owned by SmithFoods, 
Orrville, Ohio. The plants make extended shelf 
life dairy and non-dairy beverages as well as 
ice cream and shake mixes. 

More than 7,000 family farms belong to 
the Dairy Farmers of America, which is based 
in Kansas City, Kan. The cooperative offers re- 
tail brands such as Borden, Dean's, Kemps and 
Sport Shake. ce 


Chief executive officer — 
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Danone SA 


Company's four pillars of improved market performance installed 


espite supply chain issues at the begin- 
D ning of 2022, Danone SA was able to 

make progress on its four strategic pil- 
lars, giving the company a boost in the latter 
half of the year. 

The company was looking to improve on its 
top-line performance in fiscal 2021, when net 
sales climbed 2.8%. 

“While short-term market shares are look- 
ing better, we continued to lose market shares 
in too many places,” said Antoine Bernard de 
Saint-Affrique, chief executive officer, in an 
earnings call in February 2022. “In other words, 
we do not fully capture the potentials of our 
markets.” 

To reach its full potential and sales growth of 
3% to 5%, Danone announced a new company 
strategy that featured four pillars. These include 
the restoration of Danone’s competitiveness in 
core product categories and geographies; se- 
lective expansion of Danone’s presence in seg- 
ments, channels and geographies; seeding for 
future growth avenues; and portfolio rotation. 

Mr. de Saint-Affrique in a March conference 
call said Danone expects portfolio rotation to 
reach about 10% of net sales. 

Net income in the first half ended June 30 
totaled €774 million, down from €1.07 billion 


DANONE 


Danone SA net income 


in the first half of fiscal 2021. Net sales, mean- 
while, totaled €13.33 billion, up 7.4% on a like- 
for-like basis from a year ago. 

The corporate venture arm of the company, 
Danone Manifesto Ventures, had a busy sum- 
mer. In June, it acquired a minority stake in 
Minor Figures, a maker of oat milk and ready- 
to-drink tea and coffee. 

In addition, Danone Manifesto Ventures led a 
$7 million Series A funding round in late June 
raised by Hawaii-based startup Symbrosia, a 
developer of a seaweed feed additive that re- 
duces livestock emissions by more than 80%, 
according to the company. 

Danone saw success with its coffee creamer, 
yogurt and milk alternative brands in 2022. 
The Silk brand expanded with Silk enhanced 
almond creamer, which is available in a vanilla 
latte and salted caramel flavors, and Silk sweet 
oat latte creamer. 


Danone SA net sales 


Danone also expanded its Honest to Good- 
ness coffee creamer line with dairy options. 
Previously only offering plant-based options, 
Chantilly cream and Sri Lankan cinnamon are 
the dairy-based additions to the line. Regional 
sales of coffee creamer, yogurt and milk alter- 
native brands rose by 16% during the first half 
of 2022 to €3.1 billion ($3.2 billion). 

In August, Danone adjusted its sales guid- 
ance, saying it now expects like-for-like sales 
to be in a range of 5% to 6%, up from March 
predictions of 3% to 5%. 

Danone continued to overhaul its board of 
directors. In October, Gilbert Chostine, CEO of 
Firmenich, and Lise Kingo, former CEO and ex- 
ecutive director of the United Nations Global 
Compact, were announced as new members, 
replacing Guido Brilla and Cecile Cabanis. 

Also in October, the company announced 
plans to transfer control of its Essential Dairy 
and Plant-based business in Russia. The busi- 
ness accounted for about 5% of its net sales 
in the first nine months of the year. Danone is 
one of over 1,000 companies that voluntarily 
have curtailed operations in Russia following its 
invasion of Ukraine to some degree beyond the 
bare minimum legally required by international 
sanctions. cp 
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Flowers Foods, Inc. 


Moving in multiple new directions in pursuit of growth 


across its core product line of bread, rolls and 
snack cakes, Flowers Foods, Inc. in 2022 took 
steps to reach beyond its traditional categories. 

Early in the year, Flowers introduced snack bars 
under the Dave’s Killer Bread name. Available in 
three varieties — Cocoa Brownie Blitz, Trail Mix 
Crumble and Oat-rageous honey almond — the 
bars initially were test marketed in Houston at 
H-E-B Markets and in Maryland/Washington at 
Giant Foods stores. 

The idea Flowers would look to reach beyond 
the bread and snack cake aisles had been hinted 
at by the company for several years. In May 2017, 
the company announced a strategic imperative 
to “capitalize on product adjacencies.” Numerous 
potential categories were identified, including 
“healthy snacking.” When A. Ryals McMullian 
became chief executive officer in 2020, he restated 
the company’s interest in “moving into growing 
adjacent segments.” 

Also this year, Flowers invested in Base Culture, 
a Clearwater, Fla.-based maker of better-for-you, 
gluten-free and grain-free sliced bread and baked 
foods. Base Culture was founded in 2012 by CEO 
Jordann Windschauer. Ms. Windschauer created the 
company after struggling to find natural snacks 
that aligned with a paleo lifestyle. After making 
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products from her own home for several years, 
Ms.Windschauer opened a manufacturing facility in 
Clearwater.The company's products are available in 
nearly 15,000 retail locations nationwide as well as 
online. Base Culture offers products that are paleo- 
certified, gluten-free, grain-free, kosher-certified, 
dairy-free, soy-free and non-GMO verified. Select 
items are also keto-certified. 

Flowers in September introduced a website 
to gather consumer feedback on new products 
designed to extend its business beyond the bread 
aisle. The site, www.creationsbyflowersfoods.com, 
features Nature's Own breakfast pastries and 
Dave's Killer Bread protein bars and snack bars. 
The site enables direct orders and delivery of trial 
products. Flowers said it aims to seek real-world 
consumer feedback through the site. 

Significant changes in Flowers executive lineup 
were announced during 2022. In June, the company 
said Heeth Varnedoe, chief transformation officer of 
Flowers Foods, Inc., had been named chief operating 
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officer, effective Jan. 1, 2023. As COO, Mr.Vamedoe 
will succeed Bradley K. Alexander, who will retire at 
the end of this year after 41 years with the company. 

Mr. Vamedoe has been chief transformation officer 
since January 2021.The position was a newly-created 
role giving Mr. Vamedoe oversight of cross-functional 
initiatives focused on the company’s long-term 
strategic plans. His initial assignment as CTO was the 
company’s digital and enterprise resource planning 
initiative. Before his promotion to CTO he was senior 
vice president of DSD regions/sales since 2017. 

A well-known figure in the baking industry, Mr. 
Alexander has been COO for three years and before 
that was president of Flowers’ Fresh Packaged 
Bread Business Unit beginning in 2017. He joined 
Flowers in 1981. A native of Thomasville, earlier 
this year Mr. Alexander completed a term as 
chairman of the American Bakers Association. 

Flowers also said David M. Roach, formerly 
president of cake operations, has been named chief 
strategic projects officer. Tom Winters, who joined 
Flowers in 2022 as chief supply chain officer, took 
over from Mr. Roach responsibility for overseeing 
cake operations. 

While the company's Dave's Killer Bread 
brand has been a focus for innovation in recent 
years, Flowers in 2022 introduced two new bread 
products under the Nature's Own brand. Nature's 
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Own Hawaiian bread is described by the company as a “soft-baked, sweet fruit- 
forward loaf.’ The bread contains no artificial flavors, colors or preservatives and 
no high-fructose corn syrup. In addition, the company extended the Nature’s 
Own Perfectly Crafted line with the debut of a sourdough variety. 

Also during the year Flowers said it would cease production at its Holsum Bakery, 
Inc. in Phoenix, effective Oct. 31.The facility is one of the oldest bakeries in Phoenix, 
having opened in 1881. Flowers Foods acquired Holsum Bakery, Inc. and its two 
baking plants in Arizona (Phoenix andTolleson) in 2008 for $150 million. 

On a brighter note, Flowers completed during the year the renovation of its 
Lynchburg, Va., baking plant from a continuous mix Sunbeam bakery into an 
organic Dave’s Killer Bread production site. 

In the first half of 2022 (period ended July 16), Flowers net income was 
$139.27 million, equal to 65¢ per share on the common stock, up 9% from 
$128.01 million, or 604, in the first half of 2021. Net sales were $2.57 billion, 
up 11% from the year before. Pleased by the year-to-date results, Flowers after 
the second quarter raised the low-side of its guidance for full-year earnings per 
share to $1.25 to $1.30, up from $1.20 to $1.30. 

The optimism was paired with concerns about consumer trends in the face 
of persistent inflationary pressure, said Mr. McMullian. 

“Lower-income consumers have tended to trade down to less expensive 
products more than those with higher income,” he said in an August call with 
investment analysts. “This behavior has been particularly stark in the premium 
category, where higher-income consumers have actually increased purchases of 
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some products, including DKB. On the other hand, we have seen lower-income 
households reduce their number of purchases. We are closely monitoring these 
developments and maintaining our marketing investments to keep our brands 
top of mind and entice these consumers back when that economic pressure is 
relieved. In short, we believe the premiumization of the category remains a 
long-term trend despite some shorter-term challenges.” 

In the meantime, Mr. McMullian said Flowers has a broad product line leaving 
the company “well positioned to support consumers in this unique environment.” 

While profits were up year-to-date, Flowers’ second-quarter adjusted 
EBITDA margin was 10.6%, well below 12% and 12.5% during the second 
quarters of 2021 and 2020, respectively, and slightly below 10.8% and 
10.9% in the second quarters of 2019 and 2018, respectively. 

Factors other than pressure from retailers may drive margins in the months 
ahead, Mr. McMullian said. 

“It’s hard to know until you get there, exactly what the environment is going to 
look like,” he said. “It would certainly be my desire to capture the increased margin 
that we will have once we get through this period. | don’t know whether that will 
happen or not. You could get competitive pressure. You could get retailer pressure.” 

Mr. McMullian also noted that for the most part, Flowers Foods was not 
subject to supply disruptions that adversely affected many large consumer 
packaged foods companies. 

“Except for the packaging disruption that we had a little bit earlier in the 
summer, our fulfillment rates have remained pretty constant,” he said. сь 
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General Mills, Inc. 


Company says portfolio reshaping creating path to growth 


eneral Mills, Inc. has spent much of the past 
Ge reshaping its portfolio. Seven portfo- 

lio altering transactions over the past 13 
months have put the Minneapolis-based company 
on a solid path to future growth, according to the 
company. 

"We've been very active, and we've executed 
well against them," Jeffrey L. Harmening, chief ex- 
ecutive officer of General Mills, said during a Sept. 
7 presentation at the Barclays Global Consumer 
Staples Conference in Boston. “Announcing them is 
one thing, but executing well against them is actu- 
ally the important part." 

The combination of acquisitions and divestitures 
has been effective, resulting in fiscal 2022 growth 
in the 2% to 3% range, compared with 0% to 1% 
growth prior to the COVID-19 pandemic, he said. 

In July, General Mills closed on the sale of its 
Helper main meals and Suddenly Salad brands to 
Eagle Family Foods Group LLC, a portfolio company 
of Kelso & Company, a New York private equity firm. 

A month earlier, General Mills added to its port- 
folio with the acquisition of TNT Crust LLC from an 
affiliate of private equity firm Peak Rock Capital, 
Austin, Texas. 

Headquartered in St. Charles, Mo., TNT Crust is 
a manufacturer of frozen pizza crusts for regional 
and national pizza chains, foodservice distributors 
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and retailers. The business had approximately $100 
million in sales in 2021. 

When the transaction was first announced in 
mid-May, Shawn O'Grady, group president of North 
America foodservice for General Mills, said the ac- 
quisition would advance the company’s “accelerate” 
strategy and build on its position in the away-from- 
home frozen baked goods category. He also added 
that TNT would add scale in a category that is “on 
trend with consumers and poised for continued 
rapid growth.” 

As the company has reduced its administrative 
footprint, savings within the organization were begin- 
ning to appear in the fourth quarter that ended in May. 

“Specifically in North America Retail, we have 
changed from kind of functional silos to having 
sales and supply chain and marketing all under 
one leadership,” Mr. Harmening said. “And what 
that’s allowed us to do is to become more ag- 
ile. We moved our convenience business over to 
North America Retail, which has helped with our 
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snacking business, and we’ve seen good growth 
out of that.” 

General Mills has adjusted to unpredictability 
on several fronts throughout the course of the 
pandemic by changing the cadence of its opera- 
tions, Mr. Harmening said. 

“We now get together every week, and we talk to 
things that are tactical,” Mr. Harmening said. “We get 
together monthly, and we talk about things that are 
tactical and a little bit more strategic. And then quar- 
terly, we get together and talk about things that are 
more strategic. 

“Time has proven that the companies who go 
through tough stretches like we've all been through 
in the last two and half years. The companies that 
prevail are the ones who ... invest through those 
difficult challenges.” 

With at-home eating on the rise, General Mills 
has enjoyed increased household penetration in its 
Pillsbury and Totino’s brands. 

In August, General Mills unveiled plans to invest 
$100 million in its Wellston, Ohio, manufacturing 
facility. Funds from the investment will be put to- 
ward building, machinery and equipment costs for 
the facility, which produces Totino’s brand pizzas and 
pizza rolls. 

Meanwhile, $65 million was earmarked in 
December 2021 for upgrades to technology and 


Chief executive officer — 
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equipment at the company's Yoplait yogurt and Pillsbury refrigerated and fro- 
zen dough products plant in Murfreesboro, Tenn. 

The investment will help the plant’s operations become more efficient to meet 
increased consumer demand, the company said. 

The company also has seen consistent market share gains in its cereal busi- 
ness for several years. 

“Рт confident in the strength of our cereal business,” Mr. Harmening said. 
“We’ve gained market share five years in a row, so | suppose part of the con- 
fidence is that.” 

The cereal business is a great margin contributor for the company, he added. 

Mr. Harmening said the company sees “tremendous upside potential” with the 
pet food segment. Sales in the Blue Buffalo pet segment have increased sub- 
stantially since the company’s 2018 acquisition of the natural dog and cat food 
business. Fiscal 2022 ended in May 

“We have $1 billion more sales in pet food now than we did four years ago 
and high-margin pet food sales,” he said. “So, we’re quite pleased with how it 
has turned out. And we have had some challenges recently with keeping up 
with supply, frankly, because we’ve been growing so fast.” 

Regenerative agriculture has taken on a larger role at General Mills. 

In June, General Mills and Ecosystem Services Market Consortium (ESMC) 
unveiled a multi-year roadmap to scale Eco-Harvest, ESMC’s market program 
that rewards farmers for beneficial environmental outcomes from regenerative 
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States and Canada where the company sources its key ingredients, including 
wheat, oat, corn and dairy. To kickstart the initiative, General Mills said it is 
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investing $3 million in the program. Part of General Mills’ initial investment General Mills, Inc. International 
includes an ESMC grant to support the launch and development of Eco-Harvest 
and funds to scale regional programs. Fiscal 2022 ended in May 
The partnership with ESMC further supports General Mills’ commit- 
ments to advance regenerative agriculture on one million acres by 2030, 
reduce absolute greenhouse gas emissions across its value chain (scopes 
1, 2 and 3) by 30% by 2030, and ultimately achieve net zero emissions 
by 2050. Segment operating profit $232 
Relating the company’s efforts around regenerative agriculture to General 
Mills brands was Jonathon J. Nudi, group president, North America Retail. He -2% 
cited a direct partnership with Montana growers to cultivate crops for pasta 
ingredients in limited edition Annie’s Mac & Cheese. General Mills, Inc. Pet 
“The crops for the pasta ingredients are grown with regenerative organic 
practices such as extended crop rotations and integrated crop and livestock Fiscal 2022 ended in May change from prior year 
management,” Mr. Nudi said. “By educating consumers on regenerative ag- Net sales $2,259 
riculture in our marketing and on our packages, Annie’s is strengthening its 
bond with consumers who are looking to make a difference for the earth with — 
their food choices.” | 
On the personnel front, Doug Martin was named chief brand officer. Mr. Martin — Segment operating profit $471 
oversees the company’s global brand building capability and emerging business 
innovation. Mr. Martin has been with General Mills for 15 years. с> 
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COMPANY OVERVIEW 


The Hershey Co. 


Investments to boost capacity underscore ‘snacking powerhouse vision’ 


he Hershey Co., Hershey, Pa., is continu- 
IE to build on its vision to be a "snacking 

powerhouse" with a range of sweet and 
salty snack offerings to meet consumers across 
various occasions. 

Reflecting how it has approached acquisi- 
tions and product growth in recent years, the 
company in 2022 recast how it reports its fi- 
nancial results. Hershey historically offered two 
reportable segments: North America and Inter- 
national/Other. This year, the company divided 
its North American business into two segments: 
North America Confectionery and North Amer- 
ica Salty Snacks. 

Growing the Salty Snacks segment is a key 
area of focus for Hershey following its $1.2 bil- 
lion acquisition of Dot's Pretzels, the maker of 
Dot's Homestyle Pretzels, and Pretzels Inc., a 
co-manufacturer of pretzels for Dot's and oth- 
ers, in December 2021. The addition of Dot's 
Pretzels is accelerating the “snacking power- 
house vision" by adding to Hershey's portfolio 
the fastest-growing US pretzel brand, repre- 
senting 55% of the category's growth in 2021, 
said Michele G. Buck, president and chief ex- 
ecutive officer. 

Investments to increase volume and expand 
distribution across the Salty Snacks portfolio 


HERSHEY. 
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weighed on profits early in the year, but net 
income for the segment jumped 44% in the 
second quarter ended July 3, with sales grow- 
ing 100% to reach $256.3 million. 

The Pirate’s Booty and SkinnyPop brands 
have continued to grow their share of the 
ready-to-eat popcorn segment, and Dot's Pret- 
zel's growth is outpacing the pretzel category. 
The brand gained 630 points of pretzel market 
share in the first quarter ended April 3 and 340 
points of share in the second quarter, with retail 
sales growing 45% for the three months ended 
July 3. 

Hershey also is seeing growth across its 
North America Confectionery segment even as 
capacity constraints limit its ability to fully meet 
consumer demand. Segment income increased 
2296 to $782 million in the first quarter and 
1296 to $618.9 million in the second quarter. 

The company invested approximately $600 
million in labor and supply chain capacity to 
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keep pace with demand. New manufacturing 
capacity for Reese's and other confectionery 
brands came online in 2022. Still, executives 
at Hershey expected the company would be un- 
able to fully satisfy demand for the upcoming 
holiday season. 

"Given many of our everyday and seasonal 
products are made on the same line, we have 
needed to balance production over the past 
several months to improve everyday on-shelf 
availability and build seasonal inventory at the 
same time," Ms. Buck said during a July 28 con- 
ference call with analysts. “This will likely result 
in second-half seasonal share pressures." 

Hershey has dealt with price list increases 
across all segments. But, while inflation is 
pressuring many Americans, consumers are still 
purchasing branded snacks and candy rather 
than lower-priced private label items in those 
categories, Ms. Buck said. 

"We're not a category where there's a big 
private label component and people can easily 
say, ‘I’m going to still participate but switch to 
lower brands,’” she said. “That’s always been a 
benefit for us during times like this.” 

After the second quarter ended July 3, Her- 
shey was expecting fiscal-year net sales growth 
of 12% to 14%. c» 
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COMPANY OVERVIEW 


Hormel Foods Corp. 


Volumes give ground, but sales still sharply higher 


espite challenges posed by highly patho- 
D genic avian influenza (HPAI) for much of 

the year, Hormel Foods Corp. has continued 
to find success, particularly in its Jennie-O Turkey 
Store business unit. 

The Hormel subsidiary experienced its first out- 
break of HPAI in March, just one month after the 
first reported case in the United States. The result- 
ing supply chain issues led to a 20% decrease 
in turkey production volumes in the third quarter, 
and an August outbreak is expected to reduce vol- 
umes further through the end of the first quarter 
in fiscal 2023. 

Jennie-O's segment sales fell 8% in the third 
quarter, but the supply limitations helped the com- 
pany increase its profit 537% to $37 million in the 
same period. 

“The Jennie-O Turkey Store team significantly 
outperformed our profit expectations for the quar- 
ter as the team effectively managed limited turkey 
supply and maximized operational performance, all 
while working to restore the impacted turkey farms 
across the supply chain,” said James P. Snee, chair- 
man, president and chief executive officer. 

The turkey producer was also at the center of 
Hormel’s continuing strategic shift from commod- 
ity products to branded, value-added ones. Hor- 
mel first explored the switch 15 years ago with its 
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Refrigerated Foods unit and looked to build on its 
success with a similar change in Jennie-O. 

In addition to closing its commodity turkey 
plant in Willmar, Minn., Hormel increased its ad- 
vertising investments for Jennie-O. The company's 
strategy, along with pricing actions and food- 
service performance, led to positive results for 
Jennie-O as net sales increased 1596 to $384.47 
million in the first quarter. 

The Refrigerated Foods unit saw especially large 
sales jump with a 169/ profit increase in the third 
quarter despite an 1896 decrease in volume. The 
unit's success helped to offset inflationary pres- 
sures, increased input costs and supply chain dif- 
ficulties, leading Hormel to record net sales of $3 
billion in the third quarter, up 6% from the same 
time last year. 

"|n the current environment, delivering seven 
straight quarters of record sales and four con- 
secutive quarters of earnings growth is a notable 
achievement and speaks to the effectiveness 
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of our strategy," Mr. Snee said. 

The company's Planters business continues to 
be a primary driver of growth since its acquisition 
from Kraft Heinz Co. for $3.34 billion in June 2021. 
Hormel acquired most Planters branded products, 
such as mixed nuts and trail mixes, and Corn Nuts 
products as part of the deal, aiming to augment its 
existing snack portfolio. Mr. Snee said Planters has 
performed at the high end of the company's expec- 
tations and was responsible for segment profit in 
Hormel's Grocery Products business. 

In October, the company reorganized its struc- 
ture to operate under a new, three-segment model 
to support its efforts in growing its core brands and 
accelerating global growth. The majority of Hor- 
mel's consumer brands now are contained in the 
Retail unit, including labels like Planters, Spam, 
Skippy, Natural Choice and Jennie-O. Restaurants, 
hotels, convenience stores and other locations will 
be served by the Foodservice segment, and the In- 
ternational segment is responsible for pursuing ag- 
gressive global expansion and investment opportu- 
nities, particularly in China, Brazil and Indonesia. 

"This new alignment will empower our 20,000 
global team members, with a more refined organi- 
zational structure that is accountable, nimble and 
focused on creating the Hormel Foods of the fu- 
ture,” Mr. Snee said. сь 
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COMPANY OVERVIEW 


Hostess Brands, Inc. 


Consumers increased preference for snacking creates opportunity 


Inc. sees itself in a growing space, a per- 

spective that allows the company to aim for 
mid-single-digit organic revenue growth, 5% to 
7% EBITDA growth and 7% to 9% earnings-per- 
share growth. 

“The $91 billion sweet snacking universe has 
grown at an annual rate of 4.8% over the last 
three years,” Lenexa, Kan.-based Hostess said. “Тһе 
number of consumers eating five or more snacks 
per day has increased double digits since 2018.” 

To leverage consumers’ preference for snacking, 
the company is investing in production, innovation 
and distribution. 

"We are just getting started,” said Andrew P. 
Callahan, president and chief executive officer. "We 
recognize that success is not just about goals but 
sustained and measured progress year after year. 
As we look forward, we are confident in our abil- 
ity to generate top-tier shareholder returns as we 
work to deliver our long-term growth algorithm of 
mid-single-digit organic revenue growth, 5% to 
7% EBITDA growth and 7% to 9% EPS growth.” 

In March, Hostess acquired a new facility in 
Arkadelphia, Ark., and said it would invest be- 
tween $120 million and $140 million in the 
330,000-square-foot facility to transform it into a 
"bakery of the future.” Hostess plans to have the 


б“ snacks manufacturer Hostess Brands, 
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plant operational in the second half of 2023. 

"|t will unlock approximately 20% capacity 
across our cake and Donettes platforms and is ex- 
pected to support our growth algorithm through 
2028 based on current demand projections," the 
company said. "It will also enable continued inno- 
vation across our portfolio and provide the neces- 
sary space to support additional production lines in 
the future as we continue to grow beyond 2028." 

Sales of new products launched in 2019 through 
2021 accounted for 1696 of total sales in 2021, 
according to the company. 

Recent product introductions included caffeinat- 
ed donuts and bite-size snack cakes. Boost Jumbo 
Donettes, which contain slightly less caffeine than 
one cup of coffee, debuted in two flavors: chocolate 
mocha and caramel macchiato. 

Hostess Bouncers, a "poppable" take on the 
company's classic baked snacks, were rolled out 
in three cream-filled versions, including Twinkies, 
Ding Dongs and cinnamon Donettes. 
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In the past year the company managed 14.4% 
point-of-sale (POS) growth in the sweet baked 
goods category and expanded Voortman distribu- 
tion, leading to 1896 POS growth. 

Hostess remains "very bullish" about the conve- 
nience store channel, said Arist Mastorides, execu- 
tive vice president and chief customer officer. 

"We're up over 15% in the c-store channel,” he 
said. "So we are accelerating our distribution. This 
year alone, we've closed over 100,000 distribution 
voids. And we've sold about 20% more of the sin- 
gle-serve display racks. And so while we have really 
broad-based distribution, we believe that we're just 
getting started." 

In May, Hostess named a new chief financial of- 
ficer. Travis Leonard succeeded Mike Gernigin, who 
had served as interim CFO since November 2021. 
Mr. Leonard has more than 25 years of global fi- 
nancial executive experience, most recently as 
senior vice president and CFO of the medical seg- 
ment at Cardinal Health. He also held finance and 
corporate audit roles at Cargill and various finance 
roles at Kraft Foods. 

Hostess named Darryl Riley to be chief sustain- 
ability officer, a new position, in July. He previously 
was president of Total Food Safety Management, 
LLC, and also worked for Kraft Heinz Co. and Kel- 
logg Co. c» 


Chief executive officer — 
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COMPANY OVERVIEW 


J&J Snack Foods Corp. 


Foodservice snack channels rebound despite inflationary pressure 


ennsauken, NJ-based J&J Snack Foods 
p entered this fiscal year on strong 

footing. The company, which generates over 
60% of its total sales through foodservice chan- 
nels, was hit especially hard by the COVID-19 
pandemic. 

"Our business is now starting to produce 
results consistent with pre-COVID sales as the 
theater industry continues to improve and con- 
sumers enjoy travel and outdoor activities," said 
Daniel Fachner, president and chief executive 
officer of J&J Snack Foods, during a Feb. 1 con- 
ference call with analysts. 

With an eye toward the long term, the com- 
pany adopted a new enterprise resource plan- 
ning (ERP) system in early February. However, 
the new system created unforeseen operational, 
manufacturing and supply chain challenges for 
J&J Snack in the second quarter ended March 
26 that caused a hit of approximately $20 mil- 
lion in sales and $4.5 million in operating prof- 
it. Despite the losses, Mr. Fachner maintained 
in a call with analysts that the new ERP system 
was "the largest and most necessary change re- 
quired to strengthen our supply chain." 

"Having a robust ERP platform provides a 
more seamless integrated process from raw 
materials through production, warehousing, 
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inventory management and electronic order 
fulfillment,” Mr. Fachner said. “It is also vital 
to supporting many of the key initiatives we 
have discussed over the past several quarters, 
focused on increasing operational efficiencies, 
expanding capacity, accelerating our growth 
and improving margins.” 

To offset rising ingredients, inflation and 
labor costs, J&J Snack implemented two price 
increases totaling 9% to 10%, with more in- 
creases planned for the fourth quarter. 

Shortly after announcing second-quarter 
results, J&J Snack acquired ice cream novelty 
company Dippin’ Dots, LLC for $222 million. 
Headquartered in Paducah, Ky., Dippin’ Dots 
uses a cryogenic freezing process to produce 
beaded ice cream, yogurt, sherbet and flavored 
ice products distributed in thousands of fran- 
chise locations, theme parks, stadiums, arenas, 
zoos, movie theaters and events. The company 
has a main production facility, warehousing, 
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distribution and administrative offices in Pa- 
ducah and leases four additional warehouses in 
California, Canada, Australia and China. 

“With this acquisition, we can further lever- 
age our combined strength in entertainment 
and amusement locations, theaters, conve- 
nience, and supermarkets to realize added 
scale, operational and go-to-market synergies 
and create new selling opportunities among an 
expanded customer base,” Mr. Fachner said. 

J&J Snack also will look to churros to fuel 
gowth. The company announced in August it 
will relaunch its foodservice churro portfolio 
under the new jHola! Churros brand later this 
year. The company, which said it already is the 
largest domestic producer of churros, plans to 
invest in ongoing innovation and product ex- 
pansion under the new brand. 

“Churros is a significant opportunity for us, 
having grown 38% in just the past four years 
across American menus,” Mr. Fachner said. 

Net income in the third quarter ended June 
25 totaled $15.6 million, equal to 81¢ per 
share on the common stock, which was down 
46% from $28.9 million, or $1.51 per share, 
in the same period a year ago. Net sales in the 
quarter increased 17% to $380.2 million from 
$324.3 million. c» 


Chief executive officer — 
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As we celebrate and 
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it is awe-inspiring to take 
inventory of all the different 
industries, populations, and Riley, John, Dow and Coral Didion 
everyday necessities that our 
work touches. 


We remain grateful, humble, and proud 
that we have this opportunity to make a 
difference in the lives of so many. m" | ҮЕАК5 
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COMPANY OVERVIEW 


J.M. Smucker Co. 


Divestitures tighten focus on core coffee, pet food and snacking brands 


ightening its focus on the growing cat- 
Ts of coffee, pet food and snacking 

has been a strategic priority for the J.M. 
Smucker Co. in 2022. 

In January, the Orrville, Ohio-based company 
divested the R.W. Knudsen and TruRoots busi- 
nesses to Nexus in a transaction valued at $110 
million. The sale included a licensing agree- 
ment for Santa Cruz Organic beverages as well 
as manufacturing and distribution facilities in 
Chico, Calif., and Havre de Grace, Md. 

R.W. Knudsen is a producer of fruit and veg- 
etable juices. TruRoots is a processor of grain-, 
bean- and seed-based products. 

"With the close of this transaction, we are 
now able to increase our focus and resources on 
supporting our core brands to deliver continued 
growth," said Tina Floyd, senior vice president 
and general manager, Consumer Foods. 

In June, Smucker Foods of Canada Corp., a 
subsidiary of the J.M. Smucker Co., sold its Red 
River Cereal brand to Arva, Ont.-based Arva 
Flour Mills. 

Smucker’s underlying business was strong. 
The company retained elevated order levels 
throughout the year, primarily in its consumer 
foods and coffee segments, as at-home con- 
sumption increased demand for those products. 


THE J.M. SMUCKER Co 
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The company delivered $8 billion in net sales 
in fiscal 2022, a 596 increase on a comparable 
basis. 

Retail sales of Uncrustables grew 3296 over 
the past year, setting the stage for the brand 
to grow to a $1 billion brand over the next five 
years, said Mark T. Smucker, president and chief 
executive officer. To support demand for the 
company's signature frozen sandwiches, Smuck- 
er announced plans to launch a third manufac- 
turing facility dedicated to the production of 
Uncrustables. 

During a Feb. 22 presentation at the Con- 
sumer Analyst Group of New York virtual confer- 
ence, Mr. Smucker said the Dunkin' brand is on a 
similar path as Uncrustables to reach $1 billion 
in sales within five years. 

His optimism surrounding the $2.4 billion 
coffee segment reflected anticipation that at- 
home coffee habits formed during the COVID-19 
pandemic will persist. 
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"M-home coffee consumption now represents 
73% of all coffee-drinking occasions compared 
to two-thirds pre-pandemic," Mr. Smucker said. 
"Consumers have also upgraded their at-home 
coffee experience by investing in new home cof- 
fee equipment, and they have been more willing 
to trade up to premium offerings." 

In May, Smucker recalled 49 varieties of 
Jif peanut butter due to potential Sa/monella 
senftenberg contamination. Executives of the 
company said it was able to recover faster than 
anticipated from the impact of the recall. 

Investor confidence was evident with the 
company's stock trading as high as $143.25 per 
share on Oct. 11, up 1796 from $122.08 per 
share a year earlier. 

On the personnel front, Mark Smucker was 
named chairman of the board, succeeding Rich- 
ard Smucker, who had been executive chairman 
since 2016 and retired in October after 50 years 
with the company. Smucker hired Gagnesh Gupta 
as the new chief procurement officer and senior 
vice president of commodities and procurement. 
Amy C. Held was named chief transformation of- 
ficer of the newly formed "transformation office" 
in September. 

Smucker in August projected fiscal-year net 
sales to rise 4% to 5% versus fiscal 2022. cr 
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COMPANY OVERVIEW 


Kellogg Co. 


Transformation continues with planned split into three businesses 


he Kellogg Co. has been on a journey of 
Г for more than a decade, from 

the $2.7 billion acquisition of Pringles in 
2012 to the exit of its direct-story delivery distribu- 
tion model in 2017 to the sale of its Keebler cook- 
ies business in 2019. 

Now, the Battle Creek, Mich.-based company is 
taking the next step with plans to break up into 
three independent businesses — global snacking, 
North American cereal and plant-based foods. 

“These businesses all have significant stand- 
alone potential, and an enhanced focus will enable 
them to better direct their resources toward their 
distinct strategic priorities,” Steven A. Cahillane, 
chairman and chief executive officer, said when the 
plans were announced in mid-June. “In turn, each 
business is expected to create more value for all 
stakeholders, and each is well positioned to build a 
new era of innovation and growth.” 

The global snacking business will have approxi- 
mately $11.4 billion in sales and include Kellogg's 
snacks, international cereal, noodles and North 
American frozen breakfast products. 

Nearly 60% of its net sales will come from glob- 
al snacks, including such brands as Pringles, Cheez- 
It, Pop-Tarts, Kellogg’s Rice Krispies Treats, Nutri- 
Grain, and RXBAR. Less than a quarter of its net 
sales will come from cereal in international markets 
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and such brands as Frosties, Zucaritas, Special K, 
Tresor, Krave, Coco-Pops and Crunchy Nut. 

About 10% of its net sales will come from noo- 
dles in Africa, and the remainder will come from 
frozen breakfast and the Eggo brand. 

North America Cereal Co. will have about $2.4 
billion in sales and indude brands in the United 
States, Canada and the Caribbean. The cereal busi- 
nesses portfolio will include Kellogg's, Frosted Flakes, 
Froot Loops, Mini-Wheats, Special K, Raisin Bran, 
Rice Krispies, Corn Flakes, Kashi and Bear Naked. 

The plant-based foods business will include Kel- 
logg's MorningStar Farms brand and have approxi- 
mately $340 million in sales. 

By fall, Kellogg had filled out the future leadership 
team of North America Cereal Co.The newly appoint- 
ed leaders of North America Cereal Co. will assume 
their roles upon separation of the business, which is 
scheduled to be completed by the end of 2023. 

Gary Pilnick has been named CEO. He has ex- 
pertise bridging corporate strategy, M&A, legal, 
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investor relations and supply chain, according to 
Kellogg. 

Other appointments included: Dave McKinstray, 
chief financial officer; Sherry Brice-Williamson, 
chief supply chain officer; Doug VanDeVelde, chief 
growth officer; Bruce Brown, chief customer of- 
ficer; Shannon Bible, chief transformation officer; 
Norma Barnes-Euresti, chief legal officer; Mike 
Christensen, chief human resources officer; Stacy 
Flathau, chief corporate affairs officer; Sarah Lud- 
mer, chief well-being and ESG officer; and Bill Rex, 
chief information officer. 

Financially, momentum in its North America 
snacks business combined with a faster-than-ex- 
pected recovery in the region’s cereal unit buoyed 
Kellogg during the first half of fiscal 2022. 

Net income for the first six months of fiscal 2022 
ended July 2 was $748 million, equal to $2.20 
per share on the common stock and flat with the 
same time of the previous year when the company 
earned $748 million, or $2.19 per share. First-half 
sales rose to $7.5 billion from $7.1 billion. 

The strong first six months of the fiscal year 
prompted the company to raise its full-year guid- 
ance for adjusted basis earnings per share to ap- 
proximately 2% growth on a currency-neutral 
basis, up from earlier guidance of 1% to 2% 
growth. cr 


Chief executive officer — 
Steven A. Cahillane 
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Keurig Dr Pepper 


Coffee systems could prosper for years to come 


xpect coffee systems to power Keurig 
E Dr Pepper sales growth for years to 
come. This year, the company dealt with 
changes, one planned and the other announced 
abruptly, in the chief executive officer position. 

Keurig Dr Pepper has a strategy to attract about 
2 million new households into the Keurig system 
every year. The system included 36 million house- 
holds after the second quarter ended June 30. 

“Given the size of the remaining addressable 
new households for the Keurig system, which 
we estimate at more than 50 million, we have 
line of sight to household growth well beyond 
the next 10 years,” said Robert J. Gamgort, then 
president and chief executive officer, in a July 
28 earnings call. 

Ozan Dokmecioglu, previously chief financial 
officer and president of International, on the 
next day became CEO in a planned transition. 
Mr. Gamgort committed to serve as the com- 
pany’s executive chairman for two years. 

Then in November Mr. Dokmecioglu resigned 
due to violations of the company’s code of con- 
duct. What codes he violated were not revealed. 
The company’s board of directors reappointed 
Mr. Gamgort as CEO. The company did not indi- 
cate if Mr. Gamgort’s role as CEO is permanent 
or until a replacement is found. 


2 Keurig 
DrPepper 
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"Keurig Dr Pepper's code of conduct is built 
on a foundation of ethics, integrity and personal 
responsibility," said Paul S. Michaels, lead direc- 
tor of KDP's board of directors. "Every employee, 
without exception, is accountable for knowing 
and following the code. Bob's vision and lead- 
ership have driven KDP's success as a modern 
beverage company to date, and the board is 
grateful for his willingness to return as CEO." 

In the third quarter Keurig Dr Pepper launched 
the K-Café Smart brewer that has ID technology 
to recognize the pod and adjust the brew. 

In US retail single-cup coffee sales for the 
52-period ended Sept. 4, Keurig was the lead- 
ing brand with sales of $1.22 billion, up 2.696 
from the previous 52-week period, according to 
IRI, a Chicago-based market research firm.The 
sales growth came because of price hikes as 
Keurig unit sales dipped nearly 896. 

Keurig Dr Pepper, Burlington, Mass., in June 
agreed to acquire the global rights to Atypique, 
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a non-alcoholic, ready-to-drink brand, from 
Station Agro-Biotech, a company based in 
Saint-Hyacinthe, Que., that manufactures and 
markets alcoholic and non-alcoholic beverages. 

In October Keurig Dr Pepper announced a 
partnership with Red Bull to sell and distrib- 
ute the energy drink in Mexico. The partnership 
gave Keurig Dr Pepper exclusive rights to dis- 
tribute Red Bull products across independent 
retailers such as grocery, convenience, phar- 
macy and kiosks. 

Keurig Dr Pepper stock was in the news in 
June. TRC Capital Investment Corp. made an 
unsolicited mini-tender offer to purchase up to 
4 million shares of Keurig Dr Pepper's common 
stock for $32.85 per share in cash, which was a 
4.4% discount to the closing price of $34.35 per 
share on the Nasdaq June 17. Keurig Dr Pepper 
recommended its stockholders reject the offer. 

The mini-tender offer was subject to a num- 
ber of conditions, including TRC Capital’s abil- 
ity to obtain debt financing sufficient, together 
with cash on hand, to consummate the offer, 
according to Keurig Dr Pepper. 

Keurig Dr Pepper also shot down specula- 
tion in August that it was in talks to acquire 
the Bang energy drink brand from Vital Phar- 
maceuticals. c» 


Chief executive officer — 
Robert J. Gamgort 
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Kraft Heinz Co. 


Leadership looks to emerging markets and foodservice for growth 


hen Miguel Patricio took over as chief 
We officer of the Kraft Heinz 

Co., he sought to turn the company 
around by realigning its product portfolio and 
using its scale to improve results. Now that 
Kraft Heinz has entered phase three of his 
strategy, he plans to embed agility into the 
organization with digital technologies that will 
improve customer service, innovation and mar- 
keting initiatives. 

The company's long-term growth algorithm 
will focus on US market share stabilization, 
emerging markets and foodservice, which cur- 
rently represents between 1396 and 1596 of 
sales. 

Mr. Patricio, in pre-recorded marks July 27 
that covered second-quarter results, pointed to 
two recent moves into emerging markets with 
the acquisitions of Companhia Hemmer Indüs- 
tria e Comércio, a Brazilian company focused 
on condiments and sauces, and Assan Foods, a 
Turkish company focused on sauces. 

"Hemmer has a very strong footprint in the 
south of Brazil while Kraft Heinz has a broader 
network with strong distribution in other areas of 
the country," Mr. Patricio said. "As we bring the 
Hemmer brand on to the Heinz network, we ex- 
pect to see significant expansion opportunities. 


Kraft‘Heinz 
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“And with Assan, we are already doing the 
same thing in a different way, leveraging As- 
san’s strong distribution network to grow the 
Heinz brand in Turkey." 

In the past year, Kraft Heinz acquired Just 
Spices GmbH, a German manufacturer of spic- 
es, spice blends, salad dressings and meal kits, 
and divested its business-to-business pow- 
dered cheese business and its natural cheese 
business. 

At the Barclays Consumer Staples Confer- 
ence in Boston in September, the company said 
it expects the foodservice business to continue 
to grow at mid- to high-single digits. 

"Foodservice is today a (strategy) more than 
a channel,” Mr. Patricio said. “The first reason is 
because it grows about 1.5x the industry. So, 
it’s growing, or has been in the last 10 years, a 
growing channel. 

“The second is because foodservice, if you do it 
well, can become the most impressive penetration 
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machine in market. | mean, if you sell branded 
products, then you are basically teaching consum- 
ers (about) how great our products are.” 

Hiring external talent, including Mr. Patri- 
cio as CEO, and breaking up silos to improve 
communication between business segments 
helped position Kraft Heinz for growth, said 
Rafael de Oliveira, zone president of inter- 
national markets. Three years ago, the supply 
chain and the commercial side operated inde- 
pendently in many ways, he said in giving one 
example. 

“Many of the business units within the US, 
but then (other) countries as well, (were) not 
taking advantage of the scale we have as a 
company,” Mr. de Oliveira said. “So that has 
changed a lot. It has changed with more than 
50% of the leadership team coming from out- 
side with experience in their functional areas.” 

In March, Kraft Heinz made two more 
changes to its leadership team. Andre Maciel 
was named global chief financial officer, and 
Yang Xu was named global head of corporate 
development for the company. Both report to 
Mr. Patricio. 

Net income at Kraft Heinz nearly doubled in 
the fiscal year’s first six months to $1.04 bil- 
lion, or 85¢ per share on the common stock. cr 


Chief executive officer — 
Miguel Patricio 
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Mars, Inc. 


Investing to expand pet food, confectionery production 


ars, Inc., Chicago, is ramping up pro- 
M duction of its confectionery and pet 
care products. 

The company this summer invested $175 
million in its Topeka, Kan., confectionery plant. 
The investment will expand production of 
Snickers products while adding Milky Way and 
3 Musketeers production to the site. Mars also 
unveiled plans for a $40 million global research 
and development hub adjacent to its Global In- 
novation Center on Goose Island in Chicago. 

Mars Petcare invested $82 million to expand 
its dog and cat treat manufacturing facility in 
Kansas City. The expansion will increase pro- 
duction capacity for the company’s Greenies 
products by more than 940 million treats an- 
nually, a 75% increase from current production 
numbers. Mars Petcare also announced a $100 
million investment over the next three years to 
expand its wet pet food manufacturing facility 
in Querétaro, Mexico. 

Mars subsidiary Royal Canin in early 2022 
acquired Nom Nom Now, a direct-to-consumer 
fresh pet food manufacturer. The brand also 
invested $185 million to expand its plant in 
North Sioux City, SD. 

This fall saw Mars partner with grocery tech- 
nology company Instacart to offer same-day 


$175 MILLION in a Topeka, Kan., plant to ex- 
pand production of Snickers and add production of 
Milky Way and 3 Musketeers. 
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delivery of its entire product portfolio, includ- 
ing human food and snacks as well as pet food 
and treats. 

“We are consumer obsessed and know to- 
day’s savvy consumers are shopping on digital 
platforms for choice, convenience and time- 
saving benefits,” said Kelly Goering, vice presi- 
dent of sales at Mars. “Our innovative partner- 
ship with Instacart enables Mars to continue to 
reach consumers where they choose to shop.” 

Cocoa sustainability remains an area of 
focus for Mars. The company reported it is on 
track to reach its goal of having a deforesta- 
tion-free supply chain for 100% of the cocoa it 
purchases by 2025. 

“We aim to accelerate the transformation of 
the cocoa supply chain so that it benefits both 
people and the planet,” said Andrew Clarke, 
global president of Mars. “To get there, we’re 
working to protect children, preserve forests 
and improve farmer incomes.” 


$40 MILLION for a global research and develop- 
ment hub in Chicago. 
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Mars tied sustainability into its product 
strategy with the launch of an animal-free 
chocolate bar. Introduced under the company’s 
new CO2COA brand in June, the bar features 
animal-free milk protein from food technology 
startup Perfect Day. Other additions to Mars’ 
confectionery portfolio are inspired by Gen Z 
and millennial flavor preferences, including 
M&M’S Caramel Cold Brew, Milky Way Cookie 
Dough and Twix Cookie Dough. 

Poul Weihrauch, former global president of 
Mars Petcare, succeeded Grant F. Reid as chief 
executive officer of the company at the end of 
September. Mr. Reid became CEO in 2014, and 
during his tenure he ramped up digital capa- 
bilities and expanded Mars into new markets, 
including veterinary health and healthy snacks. 
During his leadership tenure, Mars generated 
sales growth of more than 50% to nearly $40 
billion and its employee base topped 140,000. 

“Our significant transformation and growth 
would not have happened without Grant’s lead- 
ership," said Frank Mars, chair of Mars' board. 

Mr. Weihrauch joined Mars in 2000 as Eu- 
ropean brand leader for Snickers and was ap- 
pointed president of global pet care in 2014. 
He previously worked for Stimorol Chewing 
Gum and Nestle SA. сь 


Chief executive officer — 
Poul Weihrauch 


$82 MILLION to expand a dog and cat treat 
manufacturing facility in Kansas City. 


Corporate Profiles 


Now that’s 
impressive. 


Up and down every aisle, no matter where you look, 
SETHNESS ROQUETTE Caramel Colors are part 
of an extensive variety of foods and beverages. 

We have the most diverse and versatile palette of 
liquids and powders - including light yellows, rich 
ambers, light tans, and dark browns - to discover 
your desired perfect color. Whatever that next 
product idea is you want to create, we are ready to 
help you visualize it with the best in Caramel Colors. 


So many eye-appealing, appetizing possibilities. 
And the list goes on. 


SETHNESS ROQUETTE. 
Defining Caramel Color. 


a 
Mart 


E И Mushrooux Sauces 
ys 


a | 
pie Noodle Mixes 


jS ROQUETTE 


www.sethness.com 


COMPANY OVERVIEW 


Mondelez International, Inc. 


Doubling down on chocolate, biscuits and baked snacks 


ondelez International, Inc., Chicago, is 
M expanding its presence in chocolate, 

biscuits and baked snacks. The core 
chocolate and biscuits categories accounted for 
a combined 79% of company sales in 2021, 
but executives at Mondelez want that number 
to reach 90% within the next two to five years. 

“From our perspective, if our business would 
be only biscuits and chocolate, we would see 
a much stronger top line and we would see a 
much stronger bottom line,” said Dirk Van de 
Put, chairman and chief executive officer, in a 
presentation at the Barclays Global Consumer 
Staples Conference in Boston in September. 
“That’s where we have to gradually move 
toward.” 

That movement will take place through a 
combination of acquisitions and divestments, 
continuing a strategy that already has seen the 
addition of nine businesses representing $2.8 
billion in sales since 2018. Mondelez last year 
acquired Grenade, a UK performance nutrition 
company; Gourmet Food Holdings, an Austra- 
lian food company in the biscuit and cracker 
category; and Hu, a well-being snacking com- 
pany in the United States. 

The company early this year agreed to ac- 
quire the Ricolino confectionery business of 


«Mondelez, 


International 
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Grupo Bimbo SAB de CV for approximately 
$1.3 billion. As part of its shift in focus, Mon- 
delez in May announced plans to divest its 
developed market gum and global Halls busi- 
nesses. 

Cakes and pastries have emerged as an area 
of focus within baked snacks. Mondelez in Jan- 
uary completed its acquisition of Chipita SA, a 
baker of cakes and croissants based in Europe. 

Mr. Van de Put described cakes and pastries 
as a “highly fragmented category” without a 
clear global leader and a close adjacency to the 
company’s biscuits capabilities. He valued the 
market at $75 billion and said consumers can 
expect more pastries, cakes and baked snacks 
bearing brand names like Oreo and Cadbury. 

A smaller category that falls under the baked 
snacks umbrella is health bars, a market Mr. 
Van de Put valued at $16 billion. Half of that 
market is in the United States, home to Clif Bar 
& Co., which Mondelez acquired in August for 
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$2.9 billion. The company incorporated its Per- 
fect Snacks and Grenade nutrition businesses 
with Clif Bar to form a business unit with more 
than $1 billion in sales. 

In addition to growing its presence in nu- 
trition bars and healthy snacks, the company 
remains focused on reducing the sugar and so- 
dium content in products and shifting to simple 
ingredients when possible. Recent examples 
of health-forward innovation include Oreo 
Zero Sugar in China and the vegan Cadbury 
Plant Bar. 

“We’re trying to make a contemporary in- 
terpretation of what does well-being really 
mean for the consumer today,” Mr. Van de Put 
said during the company’s virtual investor day 
in May. 

Net income at Mondelez for the first six 
months of fiscal 2022 was $1.6 billion, equal 
to $1.16 per share, down from the year before 
when the company earned $2 billion, or $1.45 
per share. Sales rose to $15 billion from $13.8 
billion the year before. Mondelez updated its 
guidance for the fiscal year, saying it expected 
organic net revenue growth of over 8%, up 
from over 4%, reflecting the strong first half 
as well as higher pricing related to increased 
input costs. c» 


Chief executive officer — 
Dirk Van de Put 
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Nestle SA 


Company invests more in personal health portfolio, sustainability 


is a focus for Nestle SA. The Vevey, Switzer- 

land-based company continues to bolster its 
Health Science division through acquisitions. 

After adding vitamins, functional hydration 
products and more in 2021, the company in 
February acquired a majority stake in Orgain, 
a plant-based nutrition company offering pow- 
ders, ready-to-drink beverages and nutrition 
bars. 

Nestle also acquired Vital Proteins, a maker 
of collagen-based food and beverage products. 
It first acquired a majority stake in Vital Pro- 
teins in June 2020, and over the past two years 
the business has shown “incredible growth,” 
said Greg Behar, chief executive officer of Nes- 
tle Health Science. 

“We have worked to expand the brand geo- 
graphically, scale up R&D and innovate on new 
products,” he said. “More people around the 
world are becoming aware of how collagen can 
be incorporated into their wellness journeys.” 

Other additions to the Health Science divi- 
sion include the acquisitions of Puravida, a 
Brazilian nutrition brand offering protein pow- 
ders and snacks, and The Better Health Co., 
parent company of the New Zealand-based 
supplements brand GO Health. 
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Nestle launched a series of sustainability ini- 
tiatives in 2022, including a new cocoa farming 
plan aimed at addressing child labor risks. 

This summer the company unveiled the 
Nestle Institute of Agricultural Science in Swit- 
zerland. The institute will focus on plant sci- 
ence, dairy livestock and agricultural systems 
science, with the goal of developing sustain- 
able solutions that can be scaled across Nestle’s 
supply chain. 

Nestle also committed to investing more 
than 1 billion Swiss francs in its Nescafe Plan 
2030, which aims to promote regenerative 
growing practices and reduce greenhouse gas 
emissions across the company’s coffee busi- 
ness. In the second quarter, Nespresso obtained 
global certification as a B Corp. 

The Nescafe Plan is part of Nestle’s broader 
goal to accelerate regenerative agriculture, 
halve its emissions by 2030 and achieve net 
zero emissions by 2050. 
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“With our long-standing partnerships with 
farming communities globally, we want to in- 
crease our support for farming practices that 
are good for the environment and good for peo- 
ple,” said Ulf Mark Schneider, CEO at Nestle. “In 
the spirit of enabling a just transition it is vital 
that we support farmers around the world that 
take on the risks and costs associated with the 
move toward regenerative agriculture.” 

Innovation in plant-based meat and dairy is 
core to Nestle’s sustainability agenda as well as 
to its portfolio strategy. In addition to expand- 
ing its range of plant-based offerings, the com- 
pany partnered with food technology startup 
Perfect Day to develop an animal-free dairy 
product. The product will launch as a test-and- 
learn trial at the end of 2022. 

Strength in the Purina PetCare business and 
out-of-home coffee channels powered Nestle to 
an 8.5% sales increase in the first nine months 
of the year. Total reported sales were 69.1 
billion Swiss francs ($69 billion), compared 
with 63.3 billion Swiss francs in the first nine 
months of the previous year. 

Demand for healthy aging products drove 
a 4.5% sales increase for the Health Science 
division, with net acquisitions increasing sales 
by 42.5%. сь 


Chief executive officer — 
Ulf Mark Schneider 
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Oatly Group AB 


Plant-based beverage company struggles to keep growth plans on track 


atly Group AB has had a challenging 
e which included production goals 

thwarted by the pandemic, as well as a 
greater-than-expected loss. 

Production took a hit in the fourth quarter 
ended Dec. 31, 2021, at the company's Ogden, 
Utah, facility. Oatly cited COVID-19 and other 
factors, which hindered sales. Sales in Asia also 
were lower than expected as the coronavirus 
continued to cause the closures of foodservice 
locations. 

After Oatly's stock price rose to a high of 
$28.73 per share on July 11, 2021, it has been 
on a downward trajectory, reaching $2.58 per 
share at the market close on Oct. 7. A key issue 
is not enough capacity to meet demand, said 
Toni Petersson, chief executive officer. 

Oatly has struggled to meet demand for 
the better part of a year. In March 2021, 
the company entered into an agreement to 
supply Starbucks locations with its oat milk. 
However, as the demand began to rise above 
production capacity, a co-manufacturer was 
brought in. 

"The truth is there is not one supplier in this 
country that could supply the demand of oat 
milk," he said. "The capacity doesn't exist." 

The supply chain issue also has affected 
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the company’s ability to fill the shelves at 
retail locations within the United States. In May 
2022, the company was filling between 60% 
to 70%, when typical industry commitments 
reach 98.7%. 

To help ease production woes, Oatly is work- 
ing on scaling its global production footprint 
from three plants with a capacity to produce 
300 million liters in 2020 to 9 plants with a ca- 
pacity to produce 1.3 billion liters. But working 
toward scaling to that level in an atypical year 
has come at a cost — in the first six months of 
fiscal 2022, ended June 30, the company took 
a loss of $159.45 million, which was nearly 
double the loss of $91.45 million in the first 
six months of 2021. 

The company’s net sales were $344.14 mil- 
lion, up 20% from $286.2 million a year ago. 

In August 2022, Oatly shifted its growth strategy 
to a more moderate approach in response to issues 
like high inflation in Europe and a sluggishness 
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in China due to COVID-19 lockdowns. 

The oat-based beverage maker lowered 
2022 capital expenditure forecast from be- 
tween $400 million to $500 million to a range 
of $220 million to $240 million as it phases its 
production footprint expansion. 

Mr. Petersson during an Aug. 2 conference 
call with analysts said that the change repre- 
sents a tactical shift to balance speed to mar- 
ket with supply chain execution and cash flow 
management. 

“We will continue to prioritize our invest- 
ments in the regions where our fill rate caps 
are the highest and, therefore, where need 
for additional production volumes is the most 
pressing — Americas and Asia,” he said. 

For the fiscal year Oatly gave sales guidance 
of $800 million to $830 million, which would 
be up 24% to 29% over 2021 results. 

In April 2022, Oatly added two to its leader- 
ship team, including Jean-Christophe Flatin as 
the new global president and Daniel Ordonez 
as the company’s new chief operating officer. 
Mr. Flatin had spent the past 30 years with 
Mars Inc., McLean, Va., most recently as presi- 
dent of innovation, science and technology. Mr. 
Ordonez was president of Iberia for Danone, 
SA, Paris. c» 


Chief executive officer — 
Toni Petersson 
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COMPANY OVERVIEW 


PepsiCo, Inc. 


Revenue guidance for 2022 keeps increasing after pricing actions 


Purchase, NY, raising prices this year, and 

it turned out to be an effective strategy as 
the executives also kept raising the company’s 
organic revenue growth outlook for fiscal 2022. 
Future growth may come from investments in 
new production facilities. 

PepsiCo, when reporting first-quarter results 
in April, raised its fiscal-year guidance for or- 
ganic revenue growth to 8%, up from 6%. An- 
other increase, up to 10%, came after the sec- 
ond quarter in July. Organic revenue then rose 
16% in the third quarter ended Sept. 3 when 
compared to the year-ago third quarter, lead- 
ing company executives to provide guidance of 
12% organic revenue growth for the year. 

“Clearly, a 16% quarter is an outstanding 
quarter,” said Ramon L. Laguarta, chief execu- 
tive officer, in an Oct. 12 earnings call. “With a 
lot of pricing, we don’t think that’s a sustain- 
able performance for the business, but obvi- 
ously, we’re aspiring to beat our long term as 
many quarters as possible.” 

PepsiCo’s stock on the Nasdaq closed at 
$169.39 per share on Oct. 12. The same day 
Morgan Stanley gave a PepsiCo price target of 
$198 per share by October 2023, saying the 
company reported third-quarter earnings per 
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share that was “much better than expected.” 
Morgan Stanley rated PepsiCo stock as over- 
weight and its industry view as “attractive.” 

“We believe PepsiCo has sustainably acceler- 
ated organic sales growth with favorable ex- 
ecution changes, greater capacity, reinvestment 
in marketing, a mix shift to the higher growth 
snacks business, strong international trends 
and higher growth M&A contribution,” Morgan 
Stanley said. 

Over the first three quarters of the fiscal year, 
operating profit rose 150% in PepsiCo Bever- 
ages North America, 9% in Frito-Lay North 
America and 8% in Quaker Foods North Amer- 
ica. Product launches during the year included 
Ruffles Flamin’ Hot Cheddar & Sour Cream fla- 
vored potato chips, Lay’s Layers, Quaker Oats 
puffed granola cereal and Gatorade Fast Twitch. 

Several investments came in beverages. 

PepsiCo acquired an 8.5% ownership stake in 
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Celsius Holdings, Inc., Boca Raton, Fla., for $55 
million in August. Celsius manufactures energy 
and fitness beverages sold under the Celsius 
brand. Through the transaction, Celsius’ current 
US distribution will transition to PepsiCo, which 
will become the preferred distribution partner. 

The same month PepsiCo Beverages North 
America (PBNA) broke ground on an expansion 
at its manufacturing facility in Tucker, Ga. The 
$260 million investment will expand the facility 
by more than 260,000 square feet, increasing 
production at the plant by five-fold by 2025. 

PBNA broke ground on a new 1.2-million- 
square-foot facility in Denver in September. 
Expected to open in 2023, the facility will have 
three times the manufacturing capacity of the 
current site. The plant primarily will produce 
Pepsi, Pepsi Zero Sugar, Gatorade, bubly, Rock- 
star and Propel. 

PepsiCo and Chicago-based ADM in Septem- 
ber announced a 7.5-year commercial agree- 
ment to collaborate on projects aimed to expand 
regenerative agriculture across their shared 
North American supply chains. The agreement is 
expected to reach up to 2 million acres by 2030. 
Initially it will enroll corn, soybean and wheat 
farmers across Kansas, Minnesota, lowa, Illinois, 
Indiana and Nebraska. ce 
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Post Holdings, Inc. 


With strategic investments, strong signs of recovery emerge 


xpansion is a sign of growth, and for St. 
qo Post Holdings, Inc., two ar- 

eas of the business received a boost over 
the past year with news of planned facility ex- 
pansions. 

In January, Post's 8th Avenue Food & Pro- 
visions, Inc. unit celebrated the opening of a 
new 250,000-square-foot plant in Hazelwood, 
Mo. The plant, which was relocated from Burn- 
aby, BC, to Hazelwood, prepares and packages 
snack nuts, trail mixes and dried fruits for re- 
tail, foodservice and ingredient customers. 

Six months later, Post announced that its 
business unit Post Consumer Brands (PCB) 
would invest up to $110 million to expand 
cereal production capacity at its Sparks, Nev., 
facility. The expansion allows for increased pro- 
duction capacity and more streamlined trans- 
portation to serve West Coast consumers, ac- 
cording to the company. 

The expansion is projected to be completed 
in 2025, with initial new capacity available late 
in 2024. 

Post acquired the Sparks facility as part of 
its $85 million acquisition of the RTE cereal 
business of TreeHouse Foods, Inc. in June 2021. 

The expansion is a sign that things are pick- 
ing back up at Post. 
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Net income at Post in the third quarter ended 
June 30 was $170.2 million, equal to $2.77 
per share on the common stock, up from a loss 
of $54.3 million in the same period a year ago. 

"First, we have largely managed to offset 
the impact of inflation with pricing," Robert V. 
Vitale, president and chief executive officer of 
Post Holdings, said during an Aug. 5 conference 
call."Input costs remain volatile, and we antici- 
pate additional inflation and additional pricing. 
We are confident in our ability to deliver the 
needed pricing. Percentage margins declined 
year-over-year primarily resulting from the 
mechanics of our grain-based pricing model in 
foodservice as well as a mix shift in our overall 
business portfolio." 

Net sales at Post increased 22.296 to $1.5 
billion, up from $1.25 billion in the same pe- 
riod a year ago. 

"North American cereal business continues 
to benefit from consumption strength in key 


Post Holdings, Inc. net sales 
(fiscal years ended in September) 


$5,681 


$5,699 $6,227 


in millions 


2019 2020 2021 


Milling & Baking News e Food Business News e Baking & Snack € Meat--Poultry e Dairy Processing 


brands like Fruity Pebbles and Honey Bunches 
of Oats as well as strength in private label 
and value,” Mr. Vitale said. “Our branded share 
reached 20%, and total private label reached 
6.7%. Recall, we are by far the largest provider 
of private label ready-to-eat cereal. The recent 
innovation, most specifically Premier Protein 
cereal, has also been quite well received.” 

Early this fiscal year, Post struggled to over- 
come transportation delays and supply chain 
shortages. But the company saw positive gains 
in mid-March from the spinoff of Post Holding, 
Inc.’s 80.1% interest in BellRing Brands. 

Weetabix Food Co., a business unit of Post in 
the UK, acquired Lacka Foods Ltd. in April. Lacka 
Foods owns and manufactures the UK’s No. 1 
ready-to-drink high-protein shake brand, UFIT. 

PCB also launched a number of new prod- 
ucts and innovations this fiscal year. In Janu- 
ary, the company expanded its Pebbles cereal 
line with the addition of Pebbles Shake Ups! 
for on-the-go snacking and Marshmallow Co- 
coa Pebbles. 

In May, PCB committed to using 100% recy- 
clable packaging for cereal products by 2025. 
A relaunch of Waffle Crisp cereal, which was 
discontinued in 2018, was announced in early 
summer. cr 
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COMPANY OVERVIEW 


Starbucks Corp. 


Investments in cold beverages, food necessary for growth 


gating changes to its executive leader- 

ship team following the April 4 departure 
of Kevin Johnson, president and chief executive 
officer of the company since 2017. 

Howard Schultz, founder and former CEO of 
Starbucks, filled the role on an interim basis 
until the company completed its search in Sep- 
tember and named Laxman Narasimhan as its 
next CEO. Prior to joining Starbucks, Mr. Nara- 
simhan had been CEO for the Reckitt Benckiser 
Group PLC and previously held leadership roles 
at PepsiCo, Inc. and McKinsey & Co. 

Changes to its leadership did not curb Se- 
attle-based Starbucks’s aggressive investment 
strategy, however, as the company announced 
in May it would invest $1 billion into store 
development and increased pay, training and 
expanded benefits for employees. As part of 
the investment, 90% of new stores will offer 
drive-thru ordering, which combined with mo- 
bile orders accounted for 70% of US sales in 
the second quarter. 

The company also emphasized its growing 
need for improved off-premises order technolo- 
gy and equipment after its $500 million delivery 
business increased 30% in the first half of 2022. 

Starbucks sees significant growth potential 


S tarbucks Corp. spent much of 2022 navi- 
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for customized cold beverages in the United 
States and abroad, Mr. Schultz said, with the 
category growing to nearly 7596 of the com- 
pany's US beverage sales. In particular, Star- 
bucks’ shaken iced espressos have been its 
fastest-growing product in US stores since they 
launched in 2021, growing 5096 year-over- 
year and creating new customer visits during 
midday and the afternoon. 

"Starbucks' unique ability to deliver hand- 
crafted, customized cold beverages that satisfy 
customer desires and different need states while 
creating opportunities for customers' self-ex- 
pression deepens our connection to customers, 
sets us apart from any other industry partici- 
pant and provides us with a significant ongoing 
competitive advantage in the marketplace," Mr. 
Schultz said in an Aug. 3 earnings call. 

The company additionally remains focused 
on growing food sales, which it described as 
a "golden opportunity" in 2021. A record 4096 
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of customers are adding food to their orders 
in 2022, and one-handed foods like breakfast 
sandwiches have been a particular point of 
emphasis. US stores are on track to sell nearly 
300 million sandwiches this year, and sales 
grew 19% year-over-year in the third quarter 
of 2022. 

Not all of Starbuck’s sandwiches have found 
success, though. The company launched its first 
breakfast chicken sandwich in June, but it was 
voluntarily pulled from the menu after less than 
a week due to quality concerns. 

Despite the stumble, Starbucks continues to 
explore potential menu expansions like fresh 
pastries, portable salads and plant-based items. 

"We'll continue to innovate on food — 
fresher, healthier, innovative, thoughtfully 
crafted food — and food will continue to drive 
our ticket as a craveable complement to our 
beverages," said Brady Brewer, chief marketing 
officer, at the Sept. 13 Starbucks' investor day. 

Net income attributable to Starbucks in the 
third quarter ended July 3 was $912.9 million, 
equal to 79¢ per share on the common stock, 
down 21% from $1.2 billion, or 97€ per share, 
in the prior-year period. Net revenues totaled 
$8.2 billion, up 8.796 from $7.5 billion in the 
year-ago quarter. сь 
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COMPANY OVERVIEW 


SunOpta, Inc. 


Investments in plant-based production capacity paying 


unOpta Inc.’s investment in expanding 

its plant-based processing capacity paid 

as the company delivered strong results 
through fiscal 2022. 

Now, SunOpta management is looking to 
make nutrition beverage business development 
its next strategic priority. 

“We’re going to leverage our core capabili- 
ties (in aseptic beverage processing) to get into 
nutrition,” said Michael Buick, general manager 
of SunOpta’s Plant-Based Food and Beverage 
business unit, during a June investor day pre- 
sentation. 

The company is adding processing capabili- 
ties for 330-ml packages, with its initial foray 
into the category focusing on whey-based 
beverages. As of June 2022, Mr. Buick said 
SunOpta is negotiating with a “leading brand” 
in the category to buy 90% of the company’s 
capacity. 

The initial foray into the category will focus 
on whey-based beverages, said Joseph D. En- 
nen, chief executive officer. 

“We would need to add incremental capac- 
ity to really drive hard against the plant-based 
side of it, and we would look to do that with 
a partner,” Mr. Ennen said. “These are expen- 
sive manufacturing lines. They are massive. You 
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need volume flowing through them.” 

The company capped off recent growth with 
the opening of its new 65,000-square-foot 
headquarters and innovation center in Eden 
Prairie, Minn. The facility features a pilot plant, 
as well as a research and development center 
eight times the size of its previous location. 

“Our growth ambitions required this move,” 
Mr. Ennen said. “We’ve grown our plant-based 
business by more than $100 million over the 
last two years through a focus on innovation 
and new customer development, and we expect 
this pace of growth to continue.” 

As SunOpta’s ability to meet the growing 
demand for dairy-free options took effect, the 
company delivered one of the strongest quar- 
ters in its history, said Mr. Ennen in an August 
2022 earnings call. The production from its 
plant-based facilities during the second quarter 
increased 20% year-over-year while sales of 
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milk alternatives grew by 30%. The company's 
net income for the second quarter ended July 2 
was $924,000, or 1c per share on the common 
stock, which compared with a loss of $1.7 mil- 
lion in the same period last year. 

The company is not slowing down with con- 
tinued expansions and has several more proj- 
ects to increase its production capacity under- 
way. À new line is planned at the Modesto, Ca- 
lif., plant, and the completion of a second oat 
extraction facility on the West Coast is expected 
in 2023. The company's largest capital expan- 
sion project to date — a new 275,000-square- 
foot "mega-plant" in Midlothian, Texas — is 
slated for its first saleable production run in 
late 2022. 

"These investments are needed to double the 
revenue and profits of our plant-based busi- 
ness," said Scott E. Huckins, chief financial offi- 
cer at SunOpta, in the August earnings call."We 
continue to believe we will be rewarded over 
the next several years for executing these in- 
vestments in such a challenging environment." 

In August, SunOpta updated its full-year 
outlook to reflect the strong start to the year. 
Previous revenue guidance ranged from $890 
million to $930 million, but was raised to a 
range of $930 million to $960 million. сь 
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COMPANY OVERVIEW 


TreeHouse Foods, Inc. 


Reducing complexity key to boosting private label manufacturer’s growth 


implicity is at the core of the long-term 
S strategy of TreeHouse Foods, Inc., along 

with improvements in the company’s ca- 
pabilities and depth in its product categories 
and supply chain resources. 

Following a 2020 restructure of its busi- 
ness into two segments, the Oak Brook, Ill.- 
based private label manufacturer divested a 
significant portion of its Meal Preparation unit 
through a $950 million deal with Investindus- 
trial in August. 

“We learned through COVID that complexity 
can get in the way of consistent execution,” said 
Steven T. Oakland, president and chief execu- 
tive officer, in an Aug. 11 call discussing the 
sale. “This transaction simplifies the business in 
a way that better positions both the divested 
business and TreeHouse to pursue the right 
strategies for their businesses and thrive.” 

The divestment plan included 14 plants and 
11 product categories from the company’s larg- 
est business unit, which generated $2.73 billion 
in fiscal 2021 sales. Divested categories ranged 
from pasta, pourable dressings and syrups to pita 
chips, dry blends and baking, and other sauces. 

Mr. Oakland said the sale was a significant 
step toward TreeHouse’s goal of being a more 
focused leader in private label snacking and 
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beverages, the company’s other business unit. 
In addition to helping the company better align 
with how its customers think about growth and 
consider the role of snacking and beverages 
within the store, the divestment will let Tree- 
House focus on expanding its depth and capa- 
bilities in those categories. Specific consider- 
ations for capabilities include adding natural 
and organic offerings, using convenience pack- 
aging and reexamining which service channels 
are being used. 

“In addition to strengthening our financial 
profile, the transaction improves our strategic 
focus on higher-growth, higher-margin catego- 
ries,” Mr. Oakland said. “A simpler company, bet- 
ter able to execute on a more consistent basis.” 

TreeHouse sees plenty of opportunities with- 
in the $170 billion retail snacking and bever- 
age category, which increased 10% between 
August 2021 and August 2022, Mr. Oakland 
said. TreeHouse’s Snacking and Beverage unit 
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sales in the second quarter of 2022 were $432 
million, up 21% when compared to the same 
period last year. 

The company also has kept an eye on the 
upturn in the private label market, which previ- 
ously had contracted during the pandemic as a 
result of increased branded promotion and con- 
sumers using stimulus money to trade up from 
private brands. Now, inflationary pressures and 
high shelf prices have widened the price gap 
between branded and private label products. 

“The combination of high shelf prices and 
high-priced gas translates into a dollar savings 
for a basket of private label goods that has nev- 
er been greater,” Mr. Oakland said in an Aug. 8 
earnings call. “You can see that the pandemic 
related trends of the past two years actually be- 
gan to reverse this year, and that private label 
gains have been accelerating since March.” 

However, supply chain issues have limited 
TreeHouse’s ability to capitalize on the rising 
demand, resulting in customer service levels 
stuck around 90%, short of its 98.5% goal. 
The supply side issues also led the company to 
put 14 of its product categories on allocation 
in February. After the second quarter, labor and 
supply chain challenges continued to crimp the 
company’s abiility to meet demand. c» 
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COMPANY OVERVIEW 


Tyson Foods, Inc. 


Demand for animal protein drives capacity expansion programs 


yson Foods, Inc., Springdale, Ark., is rapid- 
Т: adding capacity as the company strives 

to meet global demand for animal protein. 
The company has committed to investing $1.8 
billion and opening 12 plants over the next two 
years that will increase capacity by approximate- 
ly 1.3 billion Ibs. 

Seven fully-cook facilities will open overseas 
and expand capacity by 30% while two beef and 
pork plants are being added in the United States 
that will grow capacity by 40%. Two additional 
value-added chicken plants also will open in the 
United States. 

For context, in fiscal 2021, Tyson Foods, Inc., 
had the capacity to process 155,000 head of 
cattle per week, 469,000 hogs per week, 47 
million chickens per week and 73 million Ibs of 
prepared foods. Annual sales for the fiscal year 
were $47 billion. 

The strong consumer demand has under- 
pinned the company's performance in fiscal 
2022. For the first nine months ended July 2, 
Tyson Foods earned $2.7 billion, equal to $7.64 
per share on the common stock, up from $1.7 
billion, or $4.76 per share, the year before. 

Sales for the period rose to $39.6 billion from 
$34.2 billion in fiscal 2021. 
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Adding to the positive news has been the per- 
formance of Tyson Foods' Chicken business unit. 
A source of weakness the past few years, Chicken 
business operating income has swung from a loss 
of $489 million during the first nine months of 
fiscal 2021 to $615 million in operating income 
in fiscal 2022. Segment sales rose to $12.3 bil- 
lion in 2022 from $9.9 billion in 2021. Higher 
prices and consumer perception of chicken as a 
value protein compared to beef and pork have 
supported the unit's performance. 

Tyson Foods' external opportunities also are 
driving internal changes within the organization. 
Donnie King became president and chief execu- 
tive officer in June 2021, and a year later he 
made several changes to his leadership team. 

John R. Tyson took over as chief financial officer 
on Oct. 2. Stewart Glendinning, the former CFO, 
transitioned to group president of Prepared Foods. 

Mr. Tyson joined Tyson Foods in 2019 as 
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executive vice president of strategy and chief 
sustainability officer and has kept those re- 
sponsibilities. He is a member of the family that 
founded Tyson Foods. 

Mr. Glendinning joined Tyson Foods in 2017. 
He replaces Noelle O’Mara who, the company 
said, has left to pursue other opportunities. 

Amy Tu, the chief legal officer and secretary 
of global governance and corporate affairs, took 
on the added role of president of International 
and chief administrative officer. She joined the 
company in 2017. 

The company also is moving all of its cor- 
porate employees from locations in Chicago; 
Downers Grove, Ill.; and Dakota Dunes, SD; to 
Springdale. The relocation effort will begin in 
2023, according to the company. 

“Tyson’s diverse portfolio of products and 
brands provides us with an unmatched strategic 
advantage to serve our customers,” Mr. King said. 
“Bringing our talented corporate team members 
and businesses together under one roof unlocks 
greater opportunities to share perspectives and 
ideas, while also enabling us to act quickly to 
solve problems and provide the innovative prod- 
ucts and solutions that our customers deserve 
and value.” ce 
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COMPANY OVERVIEW 


Utz Brands, 


Inc. 


After early expansion, company pivoting back toward profitability 


Brands, Inc.. The Hanover, Pa.-based com- 

pany entered 2022 with an eye on expan- 
sion, but by October Utz had hired a new chief 
executive officer and unveiled plans to shift its 
focus away from expansion and toward driving 
margins and top-line sales. 

Howard Friedman will be the new chief ex- 
ecutive officer leading the new strategy. Mr. 
Friedman joins Utz from Post Holdings, Inc., 
where he most recently was chief operations 
officer. Current Utz CEO Dylan Lissette will be- 
come executive chairman of the board Dec. 15. 

In late January 2022, Utz acquired two of the 
company’s direct-store delivery (DSD) distribu- 
tors, Clem Snacks, Inc. and J&D Snacks, Inc., 
both located in the New York City region. 

In early May, Utz Quality Foods, LLC, a sub- 
sidiary of Utz Brands, Inc., acquired a snack 
food manufacturing plant in Kings Mountain, 
NC, from Evans Food Group Ltd., which does 
business as Benestar Brands, for $38.4 million. 

“This is a strong step forward in optimizing 
our plant and logistics network, and it will al- 
low us to in-source manufacturing across sev- 
eral product types that we currently outsource 
to some degree,” explained Cary Devore, chief 
operating officer of Utz. 


| t has been a whirlwind of a year for Utz 


Utz Brands, Inc. net income (loss) 


In the second quarter ended July 3, Utz post- 
ed net income of $2.5 million, or 4c per share 
on the common stock, which was down from 
$16.2 million, or 22c per share, in the same 
period a year prior. 

In an Aug. 11 conference call, Mr. Lissette 
cited reasons for the decreased profits as in- 
creasing costs and the fact that the company 
completed a $23 million buyout of multiple 
third-party DSD rights in the quarter. 

“We delivered double-digit retail sales 
growth across all geographies, and this was our 
second consecutive quarter of share gains in 
the core,” Mr. Lissette said. 

Net sales rose nearly 18% to $350 million. 

Commenting on Utz’s recent expansion into 
the Southeast market through Publix stores at 
the Barclays Global Consumer Staples Confer- 
ence in Boston Sept. 7, Mr. Lissette said over 
the last 4- and 12-week periods the company 


Utz Brands, Inc. net sales 


has seen growth rates in Florida in the 60% to 
70% range. 

“The brand resonates,” Mr. Lissette said. 
“There’s not been a market that we’ve gone 
into and we haven’t gotten to a point of a No. 
4, a No. 3 and eventually a No. 2 position.” 

Looking ahead, the company plans to pivot 
back toward an emphasis on profitability and 
be less aggressive with mergers-and-acquisi- 
tions strategy. 

“What we’re doing is working on all of the 
things that will drive margins, that will drive 
top-line sales,” Mr. Lissette said. “We don’t 
need as much M&A perhaps now that we’ve 
sort of got this critical mass of where we are.” 

Mr. Lissette noted that at this point, Utz’s 
brand platform is a $1.5 billion business and 
the portfolio holds the No. 3 spot for salty 
snacks in the United States, according to data 
compiled in August from IRI, a Chicago-based 
market research firm. 

On the leadership front, the company named 
Satyaki Lodh senior vice president and chief 
information officer in early February. In late 
June, Shannan Redcay was promoted to execu- 
tive vice president of manufacturing and Chad 
Whyte was promoted to executive vice presi- 
dent of supply chain. c» 
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per share 
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Helping you bring 
your best products 
to market. 


Delivering Results. 
With Heat and Control, you have a partner 


with the scale to support your success, the 
innovation to advance your operations, and 
a commitment to quality that will help you 
offer better products for consumers. 


Potato and vegetable preparation 
Frying and oil management 

Drying and roasting 

Seasoning and flavoring 

Conveying and product handling 
Weighing, bagmaking, and casepacking 
Foreign object and defect inspection 
Controls and information systems 


We are successful when you are successful. That's 
why we apply creativity, engineering excellence, and 
determined perseverance to every project to help 
our customers get the performance their business 
demands—whether measured by flavor, efficiencies, 
sustainability, improvement, or innovation. 
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AB Mauri North America.................................... 89 
www.abmna.com 

ADM ———Ó———— 7 
www.adm.com 

Agropür n ——— 46 
WWwW.agropur.com 

Angel Yeast inanin 77 
en.angelyeast.com 

The Andersons, Inc. .......................... assesses 67 
www.AndersonsFood.com 

Ardent Mills 
www.ardentmills.c 

Bartlett & Co. (Flour Milling Div.) ....................... 45 
www.bartlettandco.com 

Big-D Сопїгисїїоп............................................ 43 
www.big-d.com 

Brolite Products, Їпс.......................................... 13 
www.bakewithbrolite.com 

Bunge North America .......................................... 4 
www.bungenorthamerica.com 

Cain Food Industries, Їпс...................................... 3 
www.cainfood.com 

Church & Dwight Co., InC................................. 109 
www.ahperformance.com 

pron ——— Á——— rensanS 59 
www.ciifoods.com 

ракоќаМВ —————— 21 
www.DakotaMB.com 

Didion Milling ..................................... eee 87 
www.didionmilling.com 

Ebrofrost North Атегїса.................................. 101 
www.ebrofrost.com 

ЕПӘІСНЕ —— €——À 36 
www.ensightsolutions.us 

Essentia Protein Solutions.................................. 37 
www.essentiaproteins.com 

Formost Fuji Corp. ......................... eere 99 
www.formostfuji.com 

ийат ОЛЛО УЛЛУ ЛГ 2 
www.FruitSmart.com 

Grain Craft be —À 15 
www.graincraft.com 

Grain Millers iscsi наар 107 
www.grainmillers.com 

Grande Custom Ingredients Group ...................... 71 
www.grandecig.com 

Great Plains Analytical Laboratory ...................... 24 
www.gpalab.com 

Great Western Manufacturing Co., Inc. .............. 105 
www.gwmfg.com 

Hawkins, Inc. ........................... eene eene 39 
www.hawkinsinc.com 

Heat and Control, Іпс....................................... 113 
www.heatandcontrol.com 

Hormel Foods ........................ eese 35 


www.hormelingredients.com 
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www. iff.com 

International Food Products Corp. ....................... 42 
www.ifpc.com 

Intraloxs ul o 81 
www.intralox.com 

iTi Тторїса$...................................... 20, 41, 57, 79 
www.ititropicals.com 

J&K Ingredients Co. ........................................... 63 
www.jkingredients.net 

Lesaffre Yeast Corp./Red Star ............................. 75 
www.lesaffrebaking.com 

Manildra Group ОЅА............................................ 5 
www.manildrausa.com 

The Mennel Milling Со........................................ 91 
www.mennel.com 

MGB Ingredients ................................ esee 78 
www.mgbingredients.com 

МОР Ingredients, Їпс......................................... 33 
www.mgpingredients.com 

Mother Murphy's .......................... eren 116 
www.mothermurphys.com 

National Honey Воага........................................ 19 
www.honey.com 

North American Вапсага.................................... 51 
www.nynab.com 

North Dakota Mill........................................ 22, 23 
www.ndmill.com 

Nutek Natural Ingredients .................................. 83 
www.nuteknatural.com 

Panhandle Milling ............................................. 17 
www.panhandlemilling.com 
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www.pfening.com 

PtirigVa;... ires levee 29 
WWW.prinovausa.com 
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www.purefield.com 
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www.repcoworld.com 

Riviana Foods Inc. ....................... esee 97 
www.rivianaindustrial.com 

Rivland Рагїпег5һїр............................................ 49 
www.rivland.com 
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www.scoular.com/Food 

Sensient Flavors LLC ......................................... 47 
www.sensientflavors.com 

Sethness Кодиеійе............................................. 95 
www.sethness.com 

Siemer Milling Со.............................................. 25 
www.siemermilling.com 

Star of the West Milling C0................................. 85 
www.starofthewest.com 

B.C. Williams Bakery Service, InC.......................... 9 


www.bcwilliams.com 
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Corporate Profiles 


Defining what’s d- 
possible in grain & 
food ingredients. 


Our commitment to innovation, quality and access to 

the global supply chain is unchanging. We are always 
expanding our clean label, on-trend, and non-GMO and 
organic ingredient options to give you more flexibility and 
competitive advantage in your product formulations. 


a m 
wb SCO U LA R Let’s innovate together. Learn more at Scoular.com/Food 


Wother MW 
o 2. 
EXPERIENCE THE FLAVORS 


We offer it all. When you have been developing premium 
flavors for as long as Mother Murphy's, you can A our 
experienced chemists to achieve flavor perfection. \ 


Over 60,0 


